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Rough Proofs 


Another agency has resigned an- 
other million-dollar account. May- 
pe the advertising business is a lot 
better than it looks. 
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Colgate describes Vel as “a neu- 
tral hydrophilic detergent,” but will 
do its level best to keep the cus- 
tomers from learning its secret. 
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Big companies putting up new 
buildings are now providing seats 
for spectators. Next thing you know 
somebody will be sponsoring the 
construction crews. 
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An advertising manager used dis- 
play space in ADVERTISING AGE to say 
no, he didn’t want another agency. 
New-business men have their uses, 
after all. 


77 ¢ 


More and more advertisers are 
getting behind promotion of Father’s 
Day. Everybody’s happy about the 
whole thing, with the possible ex- 
ception of Father. 


oe 


Long letters pull a lot better than 
short ones, says Frank Egner. Wasn't 
that the slogan of the house that A. 
W. Shaw built? 
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Geod news of 1939: The new line 
of Big Ben electric clocks has 
alarms which don’t ring, but chime. 
Now you can roll out of the blankets 
with a smile. 
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Old people’s pension demands will 
ultimately overpower political re- 
sistance, Frank Dickinson predicts. 
Dr. Townsend symbolizes the new 
spirit of 76. 
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Nobody loves a fat man, but re- 
sentful wives tell Kreml] that it isn’t 
a bit difficult for them to maintain 


their affection for bald-headed hus- 
bands 
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A unique advertising campaign, it 
‘Ss reported, will be built for an oil 
company around moving picture 
‘ars. Why didn’t someone think of 
that before? 
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_ Some strait-laced Congressman 
—— the FCC to ban radio stars 
*n0 have been indicted on felony 
charges, Gee whiz, can’t a fellow 
Nave any fun? 
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' With metal snap fasteners charg- 

§ In to compete with zippers, the 

-nancipation of woman from her 

‘toric role of button sewer-oner 
dly drawing near. 
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winter comes, can spring be far 
. Not when Bob Feller is al- 
, -Y Starting his annual collection 
* Sheeding tickets. 

Copy Cus. 


Sponsors Take Hand 
As Radio Talent 
Strike Move Looms 


Advertisers Meet to 
Sketch Course; Term 
Scale Too High 


New York, Jan. 27.—Relations be- 
tween the American Federation of 
Radio Artists and advertising agen- 
cies employing radio talent ap- 
peared to have reached an impasse 
today, following disruption of ne- 
gotiations earlier in the week be- 
tween the union and the committee 
representing the agencies and de- 
livery of an undated “ultimatum” to 
individual agencies demanding im- 
mediate acceptance of the AFRA 
code. 

With the chief AFRA local units 
already on record as favoring a 
strike, the possibility of such action 
was heightened, although the union 
continued to concentrate its energies 
on dickering with individual agen- 
cies. Aside from Neisser-Meyerhoff, 
Inc., and Frances Hooper Advertis- 
ing Agency, both serving Wm. Wrig- 
ley, Jr. Company, no agency signa- 
tures were affixed to the AFRA 
code. 


Advertisers Convene 


The Wrigley acceptance of the 
contract focused attention..on the 
probability that sponsors of network 
programs, heretofore not directly 
involved, might be drawn into the 
controversy. Although AFRA of- 
ficials insist that the sponsors of 
commercial programs have no part 
in their dispute with the agencies, 
representatives of more than a score 
of sponsors have been holding a 
series of meetings here, to decide 
on a policy and advise with their 
agencies. 

(Continued on Page 25) 


Grocers Rap 
Efforts to Create 
‘Drug Monopoly’ 


Chicago, Jan. 25. — Endorsing the 
model unfair sales act, rebuking the 
drug trade for alleged efforts to pre- 
vent grocers from selling harmless 
proprietary preparations, and voic- 
ing strong opposition to state legis- 
lation compelling registration of 
trademarks and labels, the Na- 
tional-American Wholesale Grocers’ 
Association closed its convention 
here today. 

The resolution on the sale of pro- 
prietary medicines said: 

“It is apparent that in 1939 efforts 
will be made to deprive retail groc- 
ers and general merchants, particu- 


(Continued on Page 4) 
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ational Campaign Planned to 
Promote Independents. Welfare 


NEW HEALTH THEME TAKES A BOW 


MAKE MEAT YOUR MAINSTAY 


| ae 
Although the health story of meat is familiar to nutritional experts, consumers 
will get the full facts this spring for the first time when Armour & Co. launches 


Armour prepares chee comix ing mrmus to bre 

meas vial walucs eo your tarmely 
badanced for healettud vigor aed vuatey! 
wuemy wes . 


The Armour Meal of the Month Way Pe) = | 
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ASK FOR ARMOURS STAR MEATS America's Quality Brand 


PEG Lateedt 
1938 Spender in 
Three Media 


New York, Jan. 27.-—By virtue of 
a substantial increase in an alréady 
heavy radio schedule, Procter & 
Gamble Company jumped to first 
place in combined magazine, radio 
and farm paper expenditures for 
1938, according to an analysis com- 
pleted today. The P&G total was 
$8,121,420. 

Magazine and radio listings ap- 
peared in ADVERTISING AGE last 
week. Farm paper expenditures are 
reported on Page 24 of this issue. 

As the top spender in the three 
media, P&G takes the spot held by 
General Motors Corporation in 1937. 
The latter, as the result of heavy 
cuts in both magazine and radio 
budgets, is in fourth place in the 
current listing. 


Total Is Down 2% 


Total expenditures during 1938 
for the 10 leaders were $49,763,030. 
This is 2 per cent less than the 
$50,785,694 spent by the same ad- 
vertisers in the same media in 1937. 
(Continued on Page 25) 
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Yeast Complaint 
Modified by FTC 


Washington, D. C., Jan, 26.— 
Final. arguments were presented 
today before the Federal Trade 
Commission in the case against 
Standard Brands, charging price 
discrimination in violation of the 
Robinson-Patman Act. The com- 
plaint was originally filed in No- 
vember, 1936. Since that time 
numerous hearings have been con- 
ducted in various cities throughout 
the country. 

In winding up its case today, the 
FTC withdrew a portion of the orig- 
inal complaint, dealing with foil or 
household yeast. The charges in- 
volving sales of bakers’ yeast, how- 
ever, were continued. The Com- 
mission took the case under advise- 
ment. 

The proceedings were devoted 
chiefly to a summation of the FTC 
allegations and Standard Brands’ 
defense. The Commission held that 
the spread from 14 to 25 cents a 
pound for bakers’ yeast represented 
discrimination between chains and 


(Continued on Page 2) 


Last Minute News Flashes 
J. Walter Thompson Gets $2,000,000 Wine Account 


San Francisco, Jan. 27.—Following presentations by eight agencies, 
the California Wine Advisory Board today announced selection of J. 
Walter Thompson Company. A campaign during the next three years 
is expected to involve expenditure of $2,000,000, to be realized through a 


state tax on grapes and wines. 


Conference Committee Weighs Scrip Plan 


Chicago, Jan. 27.—J. Frank Grimes, chairman, National Food and 
Grocery Conference Committee, announced today that the committee will 
meet within the next ten days to reach a decision on the scrip plan 


proposed for relief families. 


Under this plan, scrip would be issued to 


reliefers and accepted at face value by grocers, with 50 per cent of the 
sum involved being paid by the government. 


Baking Executive Takes Agency Post 


New York, Jan. 27.—Frederick H. Frazier, who recently retired as 
chairman of the board of General Baking Corporation, maker of Bond 
Bread, has joined Geyer, Cornell & Newell in an executive capacity. 


Three Split New York Baseball Sponsorship 

New York, Jan. 27.—General Mills, Procter & Gamble and Socony- 
Vacuum will jointly sponsor broadcasts of home games of the Giants 
and Yankees next season, according to an agreement just reached here. 
No Sunday games will be aired. Station WABC, key CBS outlet, will 


carry the programs. 


The Brooklyn Dodgers previously signed with 


General Mills and Socony-Vacuum for sponsorship of home games. 
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Food Retailers Invite 
Support of All Other 
Distributive Trades 


Chicago, Jan. 26.—Calling on in- 
dependent retailers in every field to 
rally to its banner, the National As- 
sociation of Retail Grocers this week 
announced a “Trade Independent” 
campaign designed to win more 
public support for this type of dis- 
tributor by showing how closely his 
business is identified with the pub- 
lic welfare. 

The proposal stood out as one of 
the highlights of the food industry’s 
big convention week. Other groups 
which met here included the Na- 
tion Canners Association; National 
Retailer-Owned Grocers; and Inde- 
pendent Grocers’ Alliance, as well 
as various food industry subdivisions 
which also convened. Summaries of 
the proceedings at these meetings 
appear elsewhere in this issue. 


A Clean Campaign 


Though the numerous local cam- 
paigns into which the new move- 
ment will resolve itself represent 
merely another phase of the conflict 
between independents and chains, 
the former. will meticulously avoid 
any reference to its ancient rivals 
in the new drive. As a spokesman 
for the grocery field put it, “This 
campaign will be the cleanest one 
ever waged. We will tell our story 
and let Wie chips fall where they 
may.” 

Back @f the “Trade Independent” 
movemefmt, as outlined this week, 
lies a new type of thinking by the 
grocers, at least. The field had in 


1938 a demonstration of the fact’ 


that legislation is an _ ineffective 
weapon. Despite passage of the 
Robinson-Patman act and other 
laws designed to aid the independ- 
ent, figures released during the con- 
vention of the National Canners 
Association this week showed that 
in the grocery field the situation is 
back where it was in 1929. Inde- 


(Continued on Page 4) 


Westinghouse Copy 
on Refrigerator 
Starts Feb. 25 


Cleveland, Jan. 26.— Westing- 
house Electric & Mfg. Company will 
release the first copy in its 1939 
refrigerator campaign in The Satur- 
day Evening Post Feb. 25, company 
officials said today. Four other na- 
tional magazines will be used, with 
four-color spreads scheduled for in- 
itial insertions. 

Thirteen models comprise the re- 
designed “Pacemaker” line. Im- 
provements include “True Temp 
Cold Control,” a device for assuring 
correct temperature in the various 
food compartments; increased ca- 
pacity in the “meat keeper” com- 
partment and a super-freezer. Copy 
will stress the improvement food 
protection available as well as the 
economy of Westinghouse operation. 

Magazines scheduled in addition 
to the Post are American, Good 
Housekeeping and Household. A 
total of 100 newspapers in key mar- 
kets will also be used, with the 
usual variety of cooperative adver- 
tising available to dealers. 
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IGA K Hopes fo Sell. 
1,000,000 Cases of 
Glass Packed Foods 


To Cooperate with 
Container Group in 
4-Month Drive 


Chicago, Jan. 25.—The chief mer- 
chandising objective of the 6,000 
stores of the Independent Grocers 
Alliance will be the sale of 1,000,000 
eases of glass packed foods during 
a special four month campaign to 
begin in March. This was an- 
nounced here today following an 
IGA conference at which the Glass 
Container Association, trade group 
for that industry, was liberally rep- 
resented. 

While the IGA, a voluntary chain 
group, will carry forward aggressive 
campaigns on several fronts during 
1939, the tie-up with the glass con- 
tainer industry loomed particularly 
significant in view of the concurrent 
meeting here of the canning indus- 


W. Scott Faron, youthful adver- 


tising manager of the container 
association and one of the principal 
speakers on the program, said that 
this was the first such tie-up with 
an organization in the food field 
and that it might possibly be ex- 
panded later in the form of a con- 
sumer advertising program. The 
association is currently sponsoring 
a business paper campaign. 

The 200 IGA representatives at 
the conference were told that an 
intensive survey on the profit possi- 
bilities and consumer acceptance 
angle of glass packed foods had pre- 
ceded the decision to stage the cam- 
paign. Advertising in this campaign 
will conform to the customary IGA 
policy, with a variety of newspaper 
mats, radio scripts and display 
pieces being made available to local 
IGA groups. Copy is prepared at 
headquarters here. 


No Labeling Problem 


Incomplete results of the survey 
made last year on 31 glass packed 
products showed 70 per cent selling 
at retail profits ranging from 20 to 
25 per cent. Twenty per cent of 
the products were ordinarily sol 
at prices giving the retailer from 
25 to 30 per cent profit. 

Arthur E. McElfresh, of Pedlar & 
Ryan, the agency for the Glass Con- 


tainer Association, emphasized to 


the conference the ever-present 
“impulse factor” in consumer pur- 
chases. Glass packed merchandise, 
he said, fares especially well, in 
satisfactorily meeting this impulse 
on the consumer’s part. He also 
stressed that the consumer, in 
selecting glass packed foods, is not 
perplexed by the label problem 
which has been the center for much 
discussion in the canning industry. 


Sales Increase 230%, 


Mr. Faron’s remarks to the con- 
ference dealt chiefly with the value 
of proper display in promotion of 
glass packed foods. As an example 
of the potential gains in this form 
ot promotion, he said that a test 
display devoted to glass packed 
products at the Big Bear supermar- 
ket in Forest Hills, N. Y., had in- 
creased sales 230 per cent in one 
week. Increases on some products 
have gone as high as 350 per cent, 
he added. 

IGA has divided its future pro- 
motion program into nine major |= 
events, beginning with a canned 
foods sale March 10. Starting dates 
for other special “weeks” are: 
March 24, preserve sale; April 7, 
Easter sale; May 5, coffee; May 19, 
salad; May 26, picnic sale; June 2, 
pickles and olives; June 16, salad, 


and June 30, July 4th sale. 


SALES OF AMERICAN™ 
GOODS TO ENGLAND — 
NEARLY DOUBLED IN 


‘gl FEARS 


The Changing 
of the Guard at 
St. James's Palace 


Are you getting your full 
share of your English 
market? The answers to 
these questions may help 
you fo decide... 


Onestion: 


the Depre 5 


Has England emerged from 


sion better than America? 


Yes. 
the national yearly income per head 
inthe U 


Answer: Krom 1931 to 1937 
Ay AS) 


. 5. A. rose from $434 to $540, 
in Great Britain from $402 to $¢g8. 


1merican manufacturers 
tncreasée in the average 
knglt Aman’ ealth? 

Answer: American exports to k.ng 


land rose trom $288,326,000 in 1932 


to $5 34,564,000 1n 1937. 


Yuestion: Which English advertising 


medium has the biggest circulation 


among families with income: 


of over 
£4 a weeks 


The Radio 


Answer: 


Times-——it is 
read by one in three of such families. 
Question: Is it true that the Radio 


Times gives you four times 


density of Lite? 


the coverage 


Answer: Yes. With a circulation of 


two million, Life reaches one Ameri 
can home in sixteen, while the Radio 
Times, with a circulation of 3,000,000, 
reaches one English home in four. 


Question: What unique advantage has 
the Radio Times over any other publica- 


tion in England? 
Answer: It is the only publication 


allowed to print British radio pro- 


RADIO "TIMES 


The re 


sult, an independent survey shows, is 


grammes a week in advance. 


that go% of subscribers refer to eac h 
copy every day for a week. 

In other words, one advertisement 
in the Radio Times is a national cam 
paign tor a week. 

— * * 
If you are an American manufacture) 


selling in England and would like tur 
ther market facts bearing on your 
particular problems, write to the Ad- 
vertisement Director, British Broad- 
casting Corporation Publications, 
Broadcasting House, Portland Place, 


W. 1, London, England. 


The English weekly magazine with a density 


of coverage four times that of Life 


RADIO TIMES 


Guaranteed net weekly sales, 3,000,000 
Milline rate, $2.46 


—== 


THE KIDS PULL A FAST ONE 


PULL 12-02. 
STUBBIES 


FIDELIO BREWERY, 


INC., 


‘Pictorial Review 
to Quit in March; 
Four Papers Left 


New York, Jan. 26.—With an- 
nouncement this week that Pictorial 
Review will suspend publication 
with its March issue, the women’s 
service magazine field was nar- 
rowed to four publications—Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, and Woman’s Home 
Companion. 

The Hearst management, which 
owns Pictorial Review, made no 
announcement as to the disposition 
of the paper’s subscription circula- 
tion. It was reported, however, that 
other publications in the field might 
absorb portions of this circulation. 

Pictorial Review was the young- 
est of the women’s service maga- 
zines, having been founded in 1899 
with William Paul Ahnelt as pub- 
lisher. Under the editorship of Ar- 
thur Vance, it advanced rapidly, 
partly because of distinguished fic- 
tion. The depression affected it se- 
verely, however, and it was pur- 
chased by Lee Ellmaker, who sold 
it to a Hearst subsidiary in August, 
1934. 

In February, 1937, it absorbed 
Delineator, oldest of the women’s 
papers, the combined circulation of 
the two publications being in ex- 
cess of 3,000,000. Delineator had 
been founded in 1868 by Ebenezer 
Butterick, and had flourished under 
the editorship of Theodore Dreiser 
and Honore Willsie Morrow, until it, 
too, was caught in the current of 
depression, which, combined with 
the growth of radio and the simul- 
taneous growth of the women’s 
group magazines, made profitable 
operation more and more difficult 
for the women’s service group as a 
whole. 


Robinson-Patman 
Yeast Complaint 
Modified by FTC 


(Continued from Page 1) 


independents in the same locality. 
Standard Brands did not dispute 
the existence of differentials but 
asserted that these were justified on 
the basis of sales and delivery costs 
to different types of outlets. Small 
bakers have been assisted mate- 
rially during the past few years, 
Standard Brands insisted, through 
aggressive advertising, technical 
guidance and sales training. 


Maa-ah- It’s Here! 
FIDELIO BOCK BEER 
The First of The Year! 


S tor 25° NO DEPOSIT—NO RETURNS 


Thoroughly Aged—Perfectly Mellowed 


501 FIRST AVENUE, NEW YORK CiTy 


Brewers Buck Bock 
Beer Beginning 
Before Budtime 


New York, Jan. 25. — Groundhog 
Day, Feb. 2, will mark the intro. 
duction of bock beer in this area, 
despite the best efforts of the New 
Jersey Brewers’ Association to post- 
pone the opening of the season unti] 
the traditional date, March 14. \. 

Fidelio Brewery, which for the | 
past three years has been building J 
up a market for bock as a cold 9 
weather drink rather than as a har- 
binger of spring, will place its bock 7 
on sale Feb. 2. Widespread adver- 7 
tising, through Morgan Reichner & 2 
Co., will herald the event. 

Fidelio’s action in lengthening the 
bock season is frowned upon by 
Jersey brewers. Eleven of them 
have banded together, and will con- 
duct an advertising campaign to! 4 
impress beer drinkers that the sea- 
son does not begin until March 14. i 
A similar drive a year ago was ad- 
judged a success, although Fidelio’s 
bock was marketed 
uary. 

“You wouldn’t wear a straw hat 
in February” will be the theme of 
the group advertising which will 
appear in 30 newspapers. Accord- 
ing to present plans, such promotion 
will not appear until mid-February. 
A. W. Lewin Company, Newark, | 

4 


in mid-Jan- 


the agency for the association. 


THE EYES OF THE] 
$2,000,000,000 ANNUAL} 
HIGHWAY MARKET WILL} 
BE FOCUSED ON THE}. 


MARCH ROAD SHOW | 
NUMBER ' 
OF 


ROADS ano STREETS 


A GILLETTE PUBLICATION, CHICAGI 


— if you are looking for new slants to put more pep into sales—if you wa®! 
to know how others are keeping salesmen on their toes—how they #* 
making sales letters puli—how they are cutting down selling 
DARTNELL CAN HELP YOU—SEND TODA’ 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 8 
Dartnell sales aids. Twenty years serving sales managers all over the 
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National Recognition for 


Journalistic Excellence 


News e 
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Great “In Lor —Only Texas whose dail stead . wn ff, " 
e hey paper y of eat P 
people Times; in Texas, * files are preserved permanently by teriat, “Ying on “‘eemneg? mel ob, SEns $ 
write the ” libraries of Chicago U. and Duke = aay 


—Only Southwestern newspaper in- 
cluded in Harpers’ “Political 
4 Handbook of the World” (“papers 


Here’s the winner when stakes are the Effective Buying Income of 


Texas’ Major Market—a “pot” of $701,780,000 in 1937 according 
to Sales Management’s 1938 Annual Survey of Buying Power. 


To do the job, you’ll need every card in the hand 
The News deals you... /argest circulation, reader confi- 
dence, the prestige of a nationally-recognized “top” news- 
paper; and, last—but not least—the paper that does the bang- 
up job in merchandising service for an advertiser. 

Be satisfied in reaching nothing less than the fy// 
buying power of this market. Urban Dallas, alone, is only 
40 percent of the pot. GET ALL OF 
DALLAS! 


Sell the readers of the NEWS .. . 


and 


You have sold the DALLAS MARKET! 


JOHN BT WOODWARD, INC., Representa 
Texas’ Major Market Newspaper? 
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Campaign Planned © 
to Promote Welfare 
of Independents 


(Continued from Page 1) 
pendent grocers are now getting 61 
per cent of the total business. Chains, 
which handled 38.5 per cent in 1929, 
did 38.4 per cent in 1938, the miss- 
ing 0.1 per cent apparently repre- 
senting the inroads of supermarkets. 

In addition, the independent groc- 
ers are alarmed by the reaction 
from the McKesson & Robbins scan- 
dal. Newspapers throughout the 
country spoke caustically of the tie- 
up between the late president of 
McKesson & Robbins and anti-chain 
legislation, resulting, it is believed, 
in a wave of public sentiment for 
the chains. The new campaign will 
be designed to recover this lost 
ground. 

The campaign, as outlined to the 
National American Wholesale Groc- 
ers Association by Gerritt Van Der 
Hooning, president of the NARG, 
will be based on the slogan, “Inde- 
pendence Made America—Trade In- 


GULF OIL ADOPTS TIMELY THEME 


This simple, dignified poster will symbolize February's historical highlight for Gulf 
Oil Company. The 24-sheet unit will be seen throughout the company's market- 


ing areas during the entire month. 


Strobridge Lithographing Company, Cin- 


cinnati, produced the job. 


izations will be established to push 
the movement in each area. Retail- 
ers will be enlisted through their 
jobbers, who will handle pledges 
and collections. While the move- 
ment will originate with grocery 
companies, many other types of re- 
tailers are expected to join as soon 
as they become aware of the pro- 
ject. 

Retailers will be asked to con- 
tribute 25 cents per month to an ad- 
vertising campaign. Each sectional 


dependent.’ Thirty regional organ- 


group will be autonomous and 


money collected in any area will be 
spent in that area. Wholesalers are 
expected to match the contributions 
of retailers. Newspapers will be the 
primary medium, but some radio 
will also be used. Hilmer V. Swen- 
son Company, Chicago agency, is 
preparing the copy. 

So that retailers’ contributions 
may be devoted exclusively to ad- 
vertising, an effort is being made 
ito defray organization expenses 
through the sale of “minute men” 


= A new, lightweight paper that will 


cut your production and mailing costs 


work .. 


. more photographs. . 


® Brighter, whiter, more opaque, it reduces 
“show through” on work-and-turn jobs 


@ NOW TURN OUT mailing pieces that click de- 
spite a limited budget. Print them on Hammermill 
Opaque. This new Hammermill paper is light in 


weight, but has the opacity of much heavier stock. 
WHEN YOU RUN a job on Hammermill Opaque, you’ buy fewer pounds of paper. 
That’s one saving. When you send it out, your mailing costs are lower. There’s 
a second saving. Use these savings to produce a better looking job—more art- 


. an extra color. 


Hammermill Opaque prints 


well by letterpress or offset. Its brilliant white gives a lift and sparkle to half- 
tone work. Colors are rich, brilliant. Type is sharp, clean, invites reading. 
ENVELOPE ENCLOSURES, self-mailers, accordion folders, booklets—use Ham- 
mermill Opaque and dress them up with any treatment you like. Gain the 
economy of work-and-turn printing without fear of objectionable ‘‘show through.”’ 
SEE HAMMERMILL OPAQUE for yourself. Compare it with any other opaque for 
whiteness, brightness, opacity. Mail the coupon and we'll send you a 50-sheet test 
packet and a useful Sample Book with complete stock information. 


Hammermil!l Paper Company, 


Please send me, free, 
Book of Hammermil! Opaque. 
Name 
Position 


(Please attach t 


Erie, Pa. 


50-sheet test packet and Sample 


AA-1-30 


o your business letterhead) 


‘ 


-land management problems, 
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Retailer Co-op | 
Plans Entry in 
Frozen Food Field 


Chicago, Jan. 25.—Entry into the 
frozen foods field and continued 
emphasis upon special promotions 
for its private brands will gain 
major advertising attention of the 
National Retailer-Owned Grocers, 
according to H. A. Sweeney, adver- 
tising manager for the group, which 
concluded its convention here today. 

Meeting jointly with the NROG 
was its trade association affiliate, 
the Cooperative Food Distributors 
of America. Membership is the 
same in both organizations. Nearly 
all sessions, devoted chiefly to credit 
were 
closed to the public and the press. 

Martin Sand, general manager, 
keynoted the’ distributors’ singu- 
larly calm attitude on legislative 
problems in emphasizing that ag- 
gressive advertising effort is of more 
value in the long run than concen- 
tration on legislation designed to fa- 
vor independents at the expense of 
the chains. Regular use of newspa- 
per and other advertising has been 
a major factor in the growth of the 
organization, he remarked. 

E. G. de Staute, Los Angeles, was 
elected president of this group. Hec- 
tor Lazo continues as executive 
vice-president with headquarters in 
Washington, D. C. 


Has 21,000 Members 


At present representing 21,000 re- 
tail food stores, the NROG dates 
back to the closing days of NRA. 
The 21,000 stores in its membership 
do their buying through 105 ware- 
houses located in major urban areas. 
Advertising material is prepared at 
headquarters here and sold to mem- 
bers. 

NROG’s entry in the frozen foods 
field, following approval of this 
project by the conference, will be 
under the direction of William M. 
D. Miller, Allentown, Pa., re-elected 
president of the group. While defi- 
nite plans have not yet been com- 
pleted, it is expected that the organ- 
ization will lose little time in enlist- 
ing retailer support. 

Although the NROG exerts much 
merchandising effort on its own 
brands, it has and will continue to 
cooperate with manufacturers of 
national brands and in such promo- 
tions as those staged by the pea 
canning industry and the citrus pro- 
ducing groups. 


Premiums for Coffee 


An example of NROG technique 
on its own brands is its current 
campaign for Shurfine coffee, a pre- 
mium promotion that began in Oc- 
tober and will run through March. 
Sheerfine silk hosiery was the pre- 
mium in this case, with the cus- 
tomer receiving one pair of stock- 
ings, valued at $1, for the return of 


‘two Shurfine coffee bag bottom, 
and 50 cents. 

To date, Mr. Sweeney estimateg 
that 3,000,000 lines of newspape, 
copy have been used on this promo. 
tion alone, plus 24-sheet posters jy 
several cities. Sales, he added, ar. 
running substantially ahead of lag 
year. 

The next national promotion wij 
be devoted to NROG’s Energy flour. 
It will get under way March 15, im. 
mediately following completion of 
the coffee drive. Details of the flour 
campaign are also in the formative 
stage but, according to Mr. Sweeney, 
will probably embrace the same 
variety of advertising put behing 
the coffee. The part premiums wil] 
play in this promotion has not been 
announced. 


Grocers Rap 
Efforts to Create 
‘Drug Monopoly’ 


(Continued from Page 1) 


larly in rural districts, of the right 
to sell harmless proprietary prep- 
arations and common _ household 
drugs. 

“A desire to promote a monopoly 
has made certain interests urge 
enactment of bills by state legisla- 
tures which would restrict the sale 
of such products to registered 
pharmacists. It has been recognized 
for years that no special training 
and no professional skill is neces- 
sary to distribute the common 
household drugs long handled by 
retail grocers and general stores, 
We urge an expression of members’ 
views to state legislators.” 

The resolution on trademarks said 
that trademark statutes are de- 
signed to regulate trademark rights 
—not create them. If statutes of 
this type should be enacted by state 
legislatures, the resolution said, they 
would destroy the good will existing 
in valid marks and names in which 
millions of dollars have been in- 
vested. 


Dotted Liners Elect 


Merton C. Robbins, Jr., Robbins 
Publishing Company, has_ been 
elected president of the New York 
Dotted Line Club, succeeding John 
Cornell of Paper Mill and Wood 
Pulp News. Everit B. Terhune, Jr., 
Boot and Shoe Recorder, was 
elected vice-president and Ray M. 
Thierer, Food Industries, chairman 
of the program committee. 


BBDO Adds Two Directors 


J. Davis Danforth, vice-president, 
and Frederick B. Manchee, account 
executive, have been elected mem- 
bers of the board of directors of 
Batten, Barton, Durstine & Osborn, 
New York. 


Agency for Flintkote 

Flintkote Company, New York, 
asphalt roofing and _ siding, has 
appointed Marschalk & Pratt, New 
York, as advertising agency. 


$$ 


A thorough understanding 
trol; 


CAN YOU USE THIS EXPERIENCE ? 


gained through experience with a large number 
and variety of national advertising accounts. 


An up-to-the-minute knowledge of all types of media; 


kept fresh and accurate as Media Director for large 
and well known agency. 


A sound understanding of mechanical production; 


based on experience as Production Manager of 
nationally known advertising agency. 


An appreciation of good copy and art; 


through contact with the best that advertising has 
produced through the years. 


This experience gained through many years of active 
agency service is available to you at a figure that is 
not prohibitive. Ready references are available to the 
manufacturer who would like to have this experience 
behind his sales and promotional efforts. 


Box 1634, ADVERTISING AGE, Chicago 


of advertising budget con- 
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READ THESE— 


Practical Informative 
Articles in the February 
Better Homes & Gardens 
—A Complete Guide to 
Suburban Homemaking 


BUILDING AND 
REMODELING IDEAS 


Rescued Real Estate 


BEAUTIFYING YOUR HOME 
Arranged for Living 


BETTER FOODS 


AND EQUIPMENT 
Cooks’ Round Table 
of Endorsed Recipes 


BETTER GARDENS 
Garden Review and 
Preview 

- 


FOR THE FAMILY CIRCLE 
Bob Burns, 
Real Human Being 


She is important to Campbell’s Soups 
because she is the FOOD-purchasing 
agent for her family! 


Right now Campbell's Soups, one of 
the shrewdest, most careful, most 
thoughtful buyers of advertising media, 
are increasing their magazine advertising, 
where vivid, mouth-watering pictures 
can reinforce their advertising message. 


And one big step in this advertising 
expansion is the adding to Campbell's 
schedule of Better Homes & Gardens. 
Through their advertising agency, the 
Ward Wheelock Company , they are plac- 
ing full-color, full-page advertisements 
in this magazine, starting with the 
February issue. 


HERE ARE CAMPBELL’S REASONS 


Better Homes & Gardens commands 
a major audi. nce of home-minded con- 
sumers — America’s BIGGEST Subur- 
ban Home Market! 


The first magazine in the home field, 
Better Homes & Gardens exerts a power- 
ful influence on American families with 
dependable, comfortable incomes. They 
are the families who eat BIG and BUY 
big—the regular buyers of nationally 
branded food products. 


Its editors, right from the start, by 
their practical and informative 100”; 
home counsel, hit the keynote of the 


homemaking needs and interests of 
families who live the suburban mode of 
living. Result? From zero in 1922 to 
nearly 2,000,000 families in 1939—a 
circulation growth unequaled in the 
home field. 


Ever since its first issue, Better 
Homes & Gardens has put more editorial 
emphasis on foods and recipes than 
any other magazine. 


It has pioneered more unusual food- 
services to readers. Its Recipe Endorse- 
ment Plan, its novel loose-leaf Cook 
Book, of which a million are in daily use, 
and its sensational punched food pages 
which women clip from every issue of 
the magazine, explain in part its great 
reader influence—why housewives all 
over the nation recently voted Better 
Homes & Gardens a FOOD AUTHORITY 
second only to Good Housekeeping. 


YOUR 1939 ADVERTISING 
IN BETTER HOMES & GARDENS 


If your business has home merchan- 
dise to sell to homemakers, for use in 
their homes outdoors or indoors, in 
living-room or kitchen, bedroom, bath- 
room, porch or cellar, wouldn’t your 
1939 advertising profit by Better Homes 
& Gardens’ intimateandstrongrelation- 
ship with 1,850,000 such homemakers? 
May we set before you all the facts? 


BETTER HOMES & GARDENS 


Better Homes & Gardens 
gained more FOOD 
advertising during 1938 
than any other magazine 


These advertisers of grocery 
products recognize Better 
Homes & Gardens as a food- 
medium of first importance. 
All have used space in the 
Magazine during the past 
12 months: 


ARM & HAMMER BAKING SODA 
BAKER'S CHOCOLATE 
BAKER'S COCOA 

BEST FOODS REAL MAYONNAISE 
BRER RABBIT MOLASSES 
CAMPBELL’S TOMATO JUICE 
CAMPBELL’S SOUPS 

CERTO 

COCOMALT 

CORN-KIX 

COW BRAND BAKING SODA 
Crisco 

DEL MONTE FRUIT COCKTAIL 
DEL MONTE TUNA 

DIAMOND WALNUTS 

DOLE PINEAPPLE JUICE 
TLEISCHMANN’S YEAST 

FRENCH TANG VANILLA FLAVOR 
KEART'S DELIGHT NECTARS 
HEINZ COOKED SPAGHETTI 
HEINZ FRESH CUCUMBER PICKLES 
HEINZ MINCE MEAT 

HEINZ OLIVE OIL 

HEINZ PUDDINGS 

HEINZ STRAINED FOODS 

KEINZ VINEGARS 

HELLMANN’S REAL MAYONNAISE 
KORMEL'S SPAM 

KARO 

KELLOGG’S WHOLE WHEAT KRUMBLES 
KOOL-AID 

LITTLE MILL CORN MEAL 
MINUTE TAPIOCA 

N.B.C. GRAHAM CRACKERS 
W.B.C. VANILLA WAFERS 
PILLSBURY'S BEST FLOUR 
PINEAPPLE PRODUCERS 
PREMIUM CRACKERS 

RITZ CRACKERS 

ROYAL BAKING POWDER 
SEASIDE LIMAS 

SHREDDED RALSTON 

WESSON O1 

WHEATIES 
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Magazines Join 
to Further Program 
of Copy Censorship 


New York, Jan. 
attempts to further self-regulation | 
of copy, initiated last spring by a_| 
small group of publishers, have 
proven so successful that an organi- | 
zation has been set up to continue | 
the activity under the name, Copy 
Advisory Committee, it was re- 
vealed here today. Daniel W. Ash- 


26.—Informal | 


The need of educating advertisers | guiding the activity since the group 


in the requirements of the Wheeler- 
Lea amendment to the Federal 
Trade Commission Act, was one of 
the factors which led to the origi- 
nal formation of the group, but the 
committee’s future program will 
consist largely of working with na- 
tional advertisers and their agen- 
cies in the elimination of objection- 
able copy not covered by the law, 
and in a general improvement of 
copy standards. 

Officers elected, in addition to 
Chairman Ashley, are the follow- 
ing: Donald Page, Curtis Publish- 


first started. 

Allen R. Dodd, Hearst Magazines, 
Inc., Oliver E. Everett, McCall Cor- 
poration, and Mr. Durand, consti- 
tute the executive committee. There 
is also a Chicago contact committee, 
comprising L. M. Bishop, Cosmo- 
politan: Harry J. Hurlbut, McCall 
Corporation, and Charles H. Shat- 
tuck, Macfadden Publications. 

Publishers who are cooperating in 
the new committee include the fol- 
lowing: American Home, American 
Weekly, Better Homes & Gardens, 
Crowell Publishing Company, Cur- 


ley, Crowell Publishing Company, | ing Company, vice-chairman, and|tis Publishing Company, Fawcett 


; 
has been elected chairman, and the | 


W. C. W. Durand, Macfadden Pub- 


Publications, Inc., Hearst Maga- 


tion, Modern Magazines, Conde Nast 


Publications, Inc., The New Yorker, 
Parents’, Screenland Magazines, 
Street & Smith Publications, Inc., 
United Newspapers Magazine Cor- 
poration and Time. 


Dr. Caldwell to B&B 


Dr. W. B. Caldwell, Inc., Monti- 
cello, Ill., has placed its advertising 
account with Benton & Bowles, Chi- 
cago, Inc. The company manufac- 
tures Dr. Caldwell’s syrup pepsin. 


Joins General Mills 
Stuart Rothman, formerly on the 


copy staff of Ford, Browne & Math- 
ews, Chicago, has joined General 


number of publishers cooperating |lications, executive secretary. These | zines, Inc., Life, Look, Macfadden 
lare the same officers who have been | Publications, Inc., McCall Corpora- 


has grown from 11 to 19. 


“Ry 1 


ANNOUNCING: | 


G7 


The theme of the Fair is “Building the 
But what of the 


Builders -— business organizations that 


World of Tomorrow.” 


have produced the wonders of today 


and will produce those of tomorrow? 


$$$ What have they accomplished? 
How are they equipped? What are 
their practical problems? Their hopes 


and plans for the future? 


$$$ To answer such questions, to tell 


about the builders of the world of to- 


al 


morrow, Is the unique object of the 
New York World’s Fair issue of The 
Wall Street Journal. 


$$$ This issue will describe corpora- 
tions and their productive capacities. 
It will tell one industry about another. 


It will tell government about industry. 


$$$ Jt will survey technological prog- 
ress and large-scale industrial research. 
creating new industries, higher living 


standards and new employment. 


$$$ It will give stockholders a better 
understanding of what they own and its 


potentials in the world of tomorrow. 


$$$ To leaders in industry, finance. 


education and public life, “Builders 


HE NEW YORK 
WORLD'S FAIR ISSUE OF | 
THE WALL STREET JOURNAL 


ant advertising manager. 


—— ee 


of the world 


of tomorrow. 


FRIDAY e MARCH 31 1939 


of the World of Tomorrow” will be an 


important document. 


$$$ It will be an important place for 
the messages of advertisers whether or 


not they exhibit at the Fair. 


$$$ Advertising rates and mechanical 
requirements are the same as for regular 
daily issues of The Wall Street Journal. 


$$$ Plan to use a full page and take 
advantage of the big 1614” x 2114.” 
space (standard newspaper page size) 


for impressive display of your message. 


$$$ For further particulars, write or 
phone The Wall Street Journal, 44 
Broad St.. New York H Anover 
2-3115. 


Mills, Inc., Minneapolis, as assist- 


FIC Attacks 7 
National Biscuit 
Dealer Contracts 


Washington, D. C., Jan. 24.—The 
Federal Trade Commission has 
served the National Biscuit Com- 
pany with an order which bans cer- 
tain attempts allegedly made by 
NBC from preventing its wholesal- 
ers, jobbers and other dealers from 
handling competitors’ products. 
The practices in question were 
found to be in violation of the FTC 


‘act and of Section 3 of the Clay- 


ton act which prohibits exclusive 
dealing contracts. 

Under the order NBC is “to desist 

from agreeing to pay and from pay- 
ing to such dealers commissions, 
discounts or compensation of any 
kind upon the agreement or under- 
standing of such dealer that he 
shall not deal in products of a com- 
petitor of National Biscuit Com- 
pany.” 
Also prohibited is “the making of 
any sale or contract for the sale of 
bakery and packaged food products 
for use, consumption or resale, or 
the fixing of a price charged there- 
for, or discount from, or rebate upon 
such price, on the condition, agree- 
ment or understanding that the pur- 
chaser thereof shall not use or deal 
in the goods, wares, merchandise, 
supplies or other commodities of 
competitors of National Biscuit 
Company.” 


BISCUIT COMPANY 
DENIES CHARGES 


New York, Jan. 25.—Charges that 
it had attempted to bar competing 
products from the shelves of its 
dealers and wholesalers were de- 
nied here today by National Biscuit 
Company, through George H. Cop- 
pers, general counsel. Served with 
2 cease and desist order by the Fed- 
eral Trade Commission directed 
against “contracts, agreements, or 
understandings with wholesalers, 
jobbers or other dealers in bakery 
and packaged food products, to the 
effect that such dealers shall not 
deal in products of this class made 
by any other company,” Mr. Cop- 
pers said: 

“Such agreements have never 
been and are not now authorized by 
the company. As a matter of fact, 
in the stipulation as to the facts, 
which was the basis of the Commis- 
sion’s findings, as well as the order, 
the commission agreed that the 
company was able to produce evi- 
dence that such practices were not 
in conformity with the policy of 
the National Biscuit Company and 
that the company had repudiated 
such arrangements in the past. If, 
as: the complaint charged, such un- 
derstandings were had, or agree- 
ments made by representatives of 
the company, they were unauthor- 
ized and not binding upon the com- 


pany.” 


CONSUMER APPEAL 


| PRACTICAL BUILDER'S 70,000 building 
| contractor readers provide manufacture’ 

most direct method of contact at lowes 
| cost with largest bona fide list. (Adve" 
tisement.) 
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ANNOUNCING... 
The Knox Plan for Printing Control 


Whether you spend five thousand or five hundred thousand 

dollars a year for printing, the Knox Plan for Printing 

Control will save your share of the $200,000,000.00* that is 
wasted annually in printing production. 


@ The Knox Plan is a service for buyers of printing that gives them real control of the planning 
and production of printing from the very conception of the job up to the time the copy is delivered 
to the printer. It insures the elimination of avoidable waste in the actual printing and binding of 
the job. It saves hours of time in the planning of jobs, and speeds up production—both in the buyer’s 
office and in the printing plant. It has the indorsement of all printers acquainted with it. 


@ Knox Printing Control provides, for the first time, complete Standards for the creative, the pro- 
; duction, and the purchasing departments. These standards are contained in a set of manuals which 
f | become the property of the buyer through the Knox Service. They are the result of seven years of 
engineering research, during which the Knox organization was assisted by printers, paper mill execu- 
tives, manufacturers of printing and binding equipment, and trade associations. In one service 
t operation these manuals are fitted to the purchaser’s organization by Knox engineers. 


“a @ Those companies which have applied Knox Printing Control have cut their printing bills from 
. & 10 to 40 per cent without reducing either the quality or quantity of their printing, and without depriving 
‘ 4 their printers of a fair profit on their work. 


a. 


; HERE 1S WHAT KNOX PRINTING CONTROL WILL DO 


It will provide Standards for planning printed or lithographed material—displays, folders, booklets, 
: labels, etc.—so each job will not only cut from standard paper stock without waste, but will impose 
x @ correctly for efficient production on press and binding equipment. Everyone concerned with the 
t 9 creation and production of printing will welcome the Knox Plan. It benefits all: 


i. ane 


A OE UR 


in printing production .. . 
reduces printing costs . . . speeds up 
production . . . decreases the chances 
of defective work due to improper 
planning. 


{5 For the Advertising Man- 
3 ager—The Knox Plan enables 
him to produce more printed 
matter on a given budget . . . eliminates 
many irritating troubles . . . helps to 
develop a smoother working and more 
efficient department . . . helps in placing 
responsibility where it belongs in case 
of trouble . . . enables him to do a better 
job for his company. 


r @ For the Advertiser — The For the Layout Man — The 
i@ | ool . . 
_ | ass... Knox Plan eliminates waste ( Knox Plan gives wider scope 


to creative ability because it 
provides hundreds of efficient standard 
dummies . . . saves time because the 
creative man can start his work without 
time-consuming conferences with pro- 
duction men and suppliers. 


For the Production Man- 
&& ager—The Knox Plan provides 
ee technical data in accessible 
form ... eliminates much supervision of 
creative work and the necessity of alter- 
ing improperly planned layouts . . . 
eliminates unforeseen complications in 
the printing plant . . . provides a guide 
to combination printing layouts. 


For the Purchasing Agent— 

The Knox Plan speeds up the 
}. receipt of quotations... guides 
in selecting a supplier efficiently 
equipped to produce each job . . . creates 
better relationships with suppliers. 


; 54 For the Printer — The Knox 
Fey ;: Plan simplifies the making of 
4, 


estimates . . . eliminates the 

cost of pure waste in estimates . . . does 
away with the unnecessary conferences 
and arguments with customers because 
of improperly planned layouts . . . mini- 
mizes the need for special paper sizes 
. permits efficient use of presses and 
bindery equipment . . . improves oppor- 
tunities for making a legitimate profit. 


* Mr. Frank M. Knox believes his estimate of $200,000,000.00 as the annual avoidable waste in 
the printing industry is conservative, although that figure represents about one-fourth of the nation’s 
yearly commercial printing bill. But, he says, ‘“This should not be taken as an indictment of the personal 
capabilities or sincere intent of those who are planning and purchasing the printing, or those who are 
producing it. It is due to the fact that the printing industry is the only major industry in which buyers 
actually plan the material to be manufactured. And this condition will continue until the efforts of the 
planners are coordinated with those of the manufacturers. That’s what the Knox Plan makes possible.” 


; To learn how this Plan will reduce your printing costs and speed up production, write us, giving your position with your company. 


a mTHE KNOX PLAN FOR PRINIING CONTROL. 


. FRANK M. KNOX COMPANY 
30 ROCKEFELLER PLAZA 


NEW YORK, NEW YORK 
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Welch wooing of those inclined to 
the corpulent side has been a re- 


Welch Discovers 


New Success 
As Reducing Aid 


70-Year-Old Company 
Expanding Promotion to 
More Markets 


ized the grape juice sales chart. 
Grape juice in the winter was for- 
merly regarded as an incongruous 
note by most manufacturers of this 
product, who resigned themselves to 
steep sales drops during the cold 
months. The reducing theme ended 
all of this, at least as far as Welch 
is concerned. While hot weather 
sales do exceed those of the winter 
months, the differential is far 
smaller than of yore, due to the fact 
that most of those who now con- 
sume Welch’s are attracted by some- 
thing beyond its delicious flavor. 


Miss Rich Repeats 


The corollary is that Welch has 
become a year-round, instead of a 
hot weather, advertiser. It is a 52- 
time user of the NBC Blue network, 
and in 1939 has made some impor- 
tant additions to the chain, includ- 
ing WLW, the high power station of 


with the 


Westfield, N. Y., Jan. 25.—The re- 
ducing appeal adopted as an experi- 
ment by Welch Grape Juice Com- 
pany five years ago has enjoyed 
sensational success, it was indicated 
this week, as the company an- 
nounced a general stepping-up of 
1939 advertising without any de- 
parture from the basic strategy 
established in recent years. 

The medical atmosphere which 
has surrounded recent Welch grape 


years ago, 


say that it 


i : wee ome hy ye 
juice newspaper advertising has ap-|Cincinnati. Irene Rich, whose|ment on the radio program, officers MEW TYPE TomaTe J0CnD eee srrering. ond be sure 
parently not alienated the affections|charms have been persistently |of the company are fond of recalling | | | THRILLS THE MATION. | sen Wm the pi he pape 
of lovers of this beverage, while it|lauded in bold, if not beautiful,|its genesis. It appears that in Vine-| [i *eharicitel yoo ies ogy, io cates Gens no wre 


has won to the Welch standard 
hosts of middle-aged males and fe- 
males who have suffered from eat- 
ing not wisely but too well, with 
resulting expansion of the midriff. 
The net result of the sustained 


newspaper copy, will continue in 
her dual role of star of the news- 
paper story and of the weekly radio 
program. Each piece of the news- 
paper copy, to appear in more cities 
and more frequently than hereto- 


land, N. Y., 


over 55, - . 


tion is its circulation . . 


TOTAL 55.215 institutions. 


in all its forms. 


statement, 


now 


in the 1860’s dwelt a 
Dr. C. E. Welch, minister of the gos- 
pel, and unremitting foe of liquor 
So bitter was the 
good pastor toward what he re- 
garded as one of the most formid- 


pies monthly 


“This 


markable method (of reducing) 
just as beneficial and effective for 
overweight men as it is for over- 
weight women.” 
In the New England states, the 
company will use the Yankee net- 
work for a three-a-week show. 
Though Welch points with pride 
at 1938 as the most successful year 
in its history, the company has done 
pretty well for some time. 


Founded in 1869 
Though the Welch anniversary 
will receive little mention in the 
public prints, and only passing com- 


W: believe any advertising executive will agree that 


one of the most important factors of any publica- 
. plus reader interest. Therefore, 
our responsibility to our advertisers in developing and 
maintaining up-to-the-minute circulation lists of character 
is fully realized. Also our half-century of publishing back- 


They read, know, and 
rely upon INSTITUTIONS. 


fore, will be adorned with the por- 


trait of Miss Rich, who, “past 40, 
markable leveling of the peaks and |still has her lovely slenderness 9 
valleys which formerly character- of 16.” Don t 


The copy will also contain an un- 
obtrusive bid for male patronage, 
re- 


Born 70 
it has seen competitors 
who built on a less firm foundation 
fall by the wayside until it is able to 
outsells all other 
companies in the field combined. 


SUCCESSFUL APPEAL 


is 


ork demonstra Ss 
group of ees aol aan coopers’ 
who followed directions pate he 
wee responsible for an ‘month ? 
lous’ in weight of 7 pounds per mont 
Most amazing, this method 
NOT call for special diet lists. To 
never suffer a hungry moment. Nor 
LT yf dS) ee 
uous exercises, or ul drugs. 
All you have to do is eat sensibly, 
which means that you avoid —_ » 
wk and drink of a glass of 
WwW ‘s Grape Juice, mized with 


—_=» 


Statler to Stress 
Side Trips for 
Fair Travelers 


(Picture on Page 31) 


New York, Jan. 25.—Taking ag. 
vantage of popular interest in the 
New York World’s Fair and Sap 
Francisco’s Golden Gate Interna. 
tional Exposition, Hotel Statler 
Company will fashion its 1939 pro. 
motion on a “see America” theme 
which will tie in with both exposj. 
tions and the impetus they are ex. 
pected to give to travel. The cam. 
paign is scheduled to break ip 
March, according to details re. 
vealed today through Fuller ¢ 
Smith & Ross. 


Good Housekee; 
ora Insist upon 
Grape Juice for t 
want, And 


juice for the thrill of your life. 4 ap 
noted Ce tested five brands and ine Welch's 
found W . e@ results you 
for Ppa sake — 


~~. Vitamin A as milk ‘— buy Welch's by the case 

thick, you can add ter, OF kee, HEAR 

and still he a most delicious t - 

Sa oiieoease:| IRENE RICH 
Get Welch Ly Juice from outs Pao. od 
your dealer today It re. pasteur Come ore) awe t stbeal 
ised, laboratory cont ang Geos FOC Recwe) es reer pape tr Ome am Stree 
Housekeeping Appro 

your money back if you don’t say it's Welch 
the finest tomato juxe you ever 

tasted CRAPE JUICE 


This type of copy, used by Welch dur- 
ing the past few years, will be con- 
tinued during 1939. 


able enemies of mankind that he 
disliked its employment even in 
rites of the church. He cast about 
therefore, for some substitute, and 
experimented with the juice of the 
Concord grapes which grew in such 
abundance in his neighborhood. In 
these experiments, he had the bene- 
fit of the teachings of another cru- 
sader in a somewhat different cause 
—the great Louis Pasteur, who even 
then was laying the groundwork for 
the food chemistry of today, and 
whose fame quickly burst the con- 
fines of his native France. 

Dr. Welch applied the theories of 
Pasteur to his study of grape juices 
and soon was able to produce an 
unfermented grape wine which was 
both healthful and tempting to the 
palate, without being intoxicating 
regardless of over-indulgence. 
Thus in 1869 began the business 
which today ranks with one or two 
other giants of the soft-drink field 
as immune to depressions. A de- 
scendant of the original Dr. Welch 
is still at the helm in the person of 
Paul R. Welch, president. Shelby C. 
Jones is vice-president and director 
of sales and advertising, with H. W. 
Kastor & Sons Advertising Com- 


, —tremendous in scope of imagina- 


In the meantime, a special drive 
in February will commemorate the 
hotel chain’s silver jubilee. Two. 
color insertions in The Saturday 
Evening Post and Time, and black 
and white in Business Week, wil] 
feature the accomplishments of 
Statler research over the past quar- 
ter-century. 

The travel advertising, starting in 
The Saturday Evening Post March 
18, will feature the “Statler land 
cruise” plan, throwing emphasis on 
the attractions which await the 
tourists traveling to and from the 
fairs. 


Achievements Glorified 


“Take the Statler land cruise to 
the heart of industrial and historic 
America,” the copy will say. “Amer- 
ica’s two great fairs will be re- 
splendent in their colors and shapes 


tion and design. Yet on your way 
to New York, or San Francisco, you 
will pass through a land of greater 
romance—the land we’ve built, the 
great. cities Americans have 
moulded from the dust of a struggle 
to build the greatest nation in the 
world.” 
Copy will point to the strategic 
positions of the Statler hotels and 
describe the points of interest which 
lie along the route covered by the 
chain. 
Present plans are to resume the 
research copy theme in the fall. 


Joins Cullen Company 


R. L. Cullen has been added to 
the Chicago sales staff of John W. 
Cullen Company, publishers’ repre- 
sentative. He was formerly with 
Commercial Advertising Agency, 
Chicago. 


Joins Howard Ray 
Fern Lamberson, formerly with 
KTSM, El Paso, Tex., has joined 
Howard Ray Agency, Los Angeles, 


pany, Chicago, the agency. 


where she will be in charge of radio 
programs and copy. 


7 vital points 


* | pro« 


eh GUMUUTONE Mescsten ground and experience has taught us the correct method 
Nev., 1938 (Audited by CCA) of securing, developing and holding reader interest. With 
SOO: cv aknededatin 01 
H 1 . . . 
ee e end senatoriume 6.110 the circulation of INSTITUTIONS in excess of 55,000 
Clubs Tee TT TUT ree 5,948 ° oe 
Homes: schools for deaf, copies monthly, you are assured that your sales message 
blind, asylums, etc..... 1,870 . P ‘ 
| Jails, houses of correction, is placed in the hands of selected men in all classes of 
FA Govt Inst'ns & CCC Camps 11812 
.s ov't. Inst'ns amps i 1 i i 
an nee ae eae — institutions who are responsible for the actual purchase 
Build + d vt . ° ° 
poe pee 3,074 pres) of equipment and supplies. It is these same buyers that | 
Real estate departments P ° ATT e — . 
of insurance companies 78 fulfill the daily want-desires of millions of discriminating | 
Steamship lines and dining " | 
a far syeteme... 109 people. These buyers are the equipment-minded men | 
ower and gas companies 290 By L. ROHE WALTER 
a 7 “ape of the institutions . . . the men who are responsible for |. 
Institutional depertments ie ae Be a Sere, - mosere marketer in action. It explains the how and 
of department stores... 132 the equipping .. . furnishing _ | oe sy u ee eting methods and it classifies the marketing 
Architects specializing in , ae [oer — into ry workable plan of proved utility. Ray Giles says of it: “The 
institutions .. 599 decorating ee maintaining —_— ° e executive will find here 
Manufacturers and their 
salesmen and agents... 3,627 H H Hi H 
gqteenn end apiete... aoe modeling and improving of their | 
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Sales machines need servicing too, Only when every 

part is efficient can your efforts reach real sales 

goals Here is a book which will tell you whether 381 pages 
any part of your sale machine needs overhauling, and illustrated 
how to go about overhauling it. $3.00 


Just Out! 


EFFECTIVE MARKETING 


procedure is up-to-date, 


This up-to-date “service” 


how to fit your selling methods to 
the public's buying habits 


— to know and understand your —how to gear your public relations 
| market rogrs i sales é 
oom.vem bate program into your sales plan 
1/18 Page St'd. % page i” ae seedless eid ean cies dae a ce ee 
1 y PEST, Ht rw ees ch 
— nm 2. Vig yt em $ 75 e] 1 10 DAYS’ EXAMINATION ON APPROVAL—SEND COUPON 
34,x8” or 72%” 135 ; | McGraw-Hill Book Co., Ine., 330 W. 42nd St., N. Y. C. 
2/9 Page St'd. % page “| Send me Walter's Effective Marketing for 10 days’ examination on approval. In 10 days I will send 
27,410” or 7x5” 240 4 7 $3.00, plus few cents postage, or return book postpaid. (Postage paid on orders accompanied o | 
3/9 Page 1 column ~ a remittance. ) 
3,15" or 10%x5" 335 r - r x | Name a 
4/9 Page Standard page (EQUIPPING » FURNISHING - DECORATING - MAINTAINING - REMODELING UIE || NBC cece eee eee cece cere ueee eeu eeeeeeeseeaeeneeeeeneneenerens 
7x10” or 10%x6%”" 420 ’ ~~ Se - ‘.¥ | Address Position wl 
oe Se gre ons PRAIRIE AVENUE » | 
x or 4x CHICAGO. ILL | City and State sopndisate Company 1-30-98 
Full Page 10%x15 ‘ 775 P ' ¢ : } —_ j 
of i Kook sent on approval in U. 8. and Canada only) 


by which to check 


your sales machine 


a means of making certain that his ow? 
and a reminder of the many factors that make uP 
| business success that should be extremely helpful in these perplexing times.’ 


manual tells you 


—how to handle sales promotion 
—how to improve your advertising 
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SECTIO 


Due to rotogravure’s flexibility, 
an advertiser can pick practi- 
cally any territory or city he 
wishes and, at very little cost, 
run a rotogravure test cam- 
paign in it. 

In the last few years an in- 
creasing number of outstand- 


ing manufacturers have been 
following this procedure...and 
significantly, the results of their 
tests have led them to order 
schedules in rotogravure. 

The case, reported on the 
next page, illustrates the point. 
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UTOGRAVURE 


Lnoved 


ITS VALUE TO SHOE 
ADVERTISERS 


Swing along in these smart white Red Cross Shoes 
without a foot-care— with the free and eager step 
of youth. Superbly styled. Perfect fitting. Endorsed, 

™ by foot specialists everywhere. Now only 86.50. 
; began adve The Red Cross Shoe Company. Cincinnati, Ohio. Consent 
ot yure 


eee KE) (ROSS SHOKS 
a wi ron r | ULV | ; \ y 


A typical Red Cross Shoe roto- 
gravure ad is shown above 


a 
oe corpet 
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Established 1872 + Neenah, Wisconsin 


NEW YORK CHICAGO LOS ANGELES 
122 East 42nd Street 8 South Michigan Avenve 510 West Sixth Stree! 
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Advertising Angle 
to Many Bills 
Now in Congress 


Trademarks, Testimon- 
ials Among Subjects In- 
cluded 


Washington, D. C., Jan. 25.— An 
analysis of current legislative meas- 
ures, most of which have been re- 
ferred to various committees for 
consideration, reveals several in ad- 
dition to those previously reported 
that may possibly have somé future 
effect upon advertisers or advertis- 
ing. 

Representative Maloney of Louisi- 
ana has introduced a bill in the 
House “to require that personal en- 
dorsements of articles by radio be 
accompanied by a statement that 
the endorsement is paid for.” 

Asked for a clarification of his 
position, the Representative said 
that he did not intend that all ad- 
vertisers would be compelled to 
state in radio broadcasts the amount 
paid for testimonials. He said that 
he had no quarrel, for example, with 
Lou Gehrig’s endorsement of base- 
ball sporting goods, “but when he 
tells me what kind of breakfast food 
I can eat, then his sponsor should 
be made to broadcast how much he 
(Gehrig) was paid for the advice.” 

This bill has been referred to the 
Committee on Interstate and For- 
eign Commerce. 

Another measure, introduced in 
the Senate by Senator King, unequi- 
vocally asks repeal of the Miller- 
Tydings resale price maintenance 
act. This has been referred to the 
Committee on the Judiciary. 


To Widen Sales Tax 


Representative Colmer has intro- 
duced a bill for regulation of sales 
in interstate commerce which reads 
in part: “All taxes or excises levied 
by any state upon sales of tangible 
personal property, or measured by 
sales of tangible personal property, 
may be levied upon, or measured 
by, sales of like property in inter- 
state commerce by the state or ter- 
ritory into which the property is 
moved, for use or consumption 
therein, in the same manner and to 
the same extent that said taxes are 
levied upon sales of like property 
not in interstate commerce.” 

Awaiting consideration by the 
Patents Committee of the House are 
10 bills of interest to advertisers. 
Briefly, the proposals include: 

1. Transferring jurisdiction over 
commercial prints and labels, for 
registration, from the Patent Office 
to the Register of Copyrights. 

2. Strengthening the right of 
secrecy in pending applications for 
patents. 

3. Amending and consolidating 
existing copyright laws. 

4. Providing for more effective 
registration and protection of trade- 
Marks. 


Would Affect Slogans 


All of these bills, if adopted, 
would affect in varying degrees 
Copyrighted advertising slogans and 
Commodity labels. Hearings will 
Probably furnish a reliable indicator 
of the feeling of Congress on the 
entire subject of copyrights, trade- 
marks, and patents. Action on 
these measures :‘iould also indicate 
the attitude of Congress toward ad- 
vertising campaigns of copyrighted 
and trademarked goods. The Pat- 
ny Committee is now in process 


rmation. Hearings on some of 
bills may be scheduled in the 
liate future although no defi- 
plans have been announced by 
Representative William I. Sirovich, 


‘Committee chairman. 

A trademark law passed late last 
‘ession, it was pointed out, is appar- 
ently Operating very satisfactorily. 
It made possible registration of col- 
leetiy trademarks. 

The new law also provides that 
30g copyrighted by trade associa- 

s 


. and similar organizations must 
ow meet minimum legal specifica- 


tions as to quantity, quality and. 
purposes. Previously only the as- | 
sociations possessed such policing | 
power, which was usually an ethical 
one, over the goods of their mem- 
bers. Under the recently enacted | 
measure this function is now exer- | 
cised by governmental authority. 


| 


Vautrain Named 

Holyoke Card & Paper Company, 
Springfield, Mass., manufacturer of 
cardboards, coated papers, cover 
papers, printed and decorated pa- 
pers, has appointed Charles E. Vau- 
train, Associates, Holyoke, Mass., to 
direct its account. 


Joins St. Regis Hotel 


Barbara S. Semple, formerly with 
J. Walter Thompson Company, New 


York, has joined the St. Regis Hotel, 
New York, as publicity director. 


GUIDE SUNKIST ADS 


Following the resignation of W. B. 
Geissinger as advertising manager of 
California Fruit Growers Exchange to 
join Lord & Thomas, Russell Eller (right) 
has been named to fill the post, with 
R. S. Simmons (left) as assistant adver- 
tising manager. The appointments are 
effective Feb. |. Both men have been 
associated with Sunkist advertising for 
the past few years. 


| State Liquor Chief 
Holds NBC Liquor 
Ban ‘Unnecessary’ 


| National 


Harrisburg, Pa., Jan. 25.— The 
Broadcasting Company’s 
decision to discontinue network pro- 
grams sponsored by beer and light 
wine interests was “unnecessary,” 
in the opinion of the Pennsylvania 
Liquor Control Board. 

The Board, according to Harkey 
Reiter, public relations director, re- 
ceives complaints on many types of 
wine and beer advertising, but has 
never received objections from any 
organization or individual to na- 
tional network programs advertis- 
ing these products. 

“National radio programs spon- 


|sored by beer or wine interests have 


| always met with apparent public 
| approval in Pennsylvania,” Mr. 
| Reiter said, adding, “and it is espe- 
‘cially noteworthy that even dry or- 
'ganizations have not filed protest 
with the board against programs of 
\this nature.” 


Patno Joins F&S&R 


Stanley C. Patno has joined the 
Cleveland staff of Fuller & Smith & 
Ross, as vice-president and account 
executive. For the past 15 years he 
has been vice-president of Roger 
Williams Company, Cleveland, pro- 
ducer of advertising and sales pro- 
motional materials. 


Viger a Director 


J. A. Viger, advertising manager 
of The Record Newspapers, Troy, 
N. Y., has been named a member 
of the board of directors. 
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ve oe “EAGER... KEN GOES WEEKIY.. “APRIL # 


With a higher ante per copy than 


any other weekly, with an editorial 


appeal restricted 


to the above- 


average in intelligence, Ken as the 


only 25¢ weekly will offer an audience 


consisting only of the spend-eager 


and the intelligence-tested, a class 


market unique in the weekly field. 
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Tax Proposal 
Would End Local 
Beer Bottling 


Washington, Jan. 25.—A proposed 
amendment to existing liquor tax 
laws which, if enacted, would seri- 


ousiy affect beer 


followed by many brewers, consists 
of brewing liquors in one city and 
then having them bottled in an- 
other, usually some distance from 
the brewery. 


Gives Provisions 


“No fermented malt liquors shall 
be bottled or canned in any place 


merchandising, |other than in the bottling house of 


was placed before the House Ways |the brewery, contiguous or adja- 


and Means Committee this week. 


The chief provision of the pro- 


cent to the brewery in which such 
fermented malt liquors are pro- 


posed bill would prohibit “long-dis- |duced,” the proposed bill says. “Any 
tance” bottling of fermented malt |brewer who uses his brewery or 


liquors. 


This practice, a practice |bottling house contrary to the pro- 


visions of this subsection shall be 
fined not more than $50 with respect 
to each day upon which any such 
use occurs.” 

If passed the bill would probably 
result in the shutting down of many 
bottling plants. Beer would be 
shipped to all distribution points 
rather than bottled in many as at 
present. 

Such a change, it is believed, 
might whittle down local beer ad- 
vertising budgets, in order to pro- 
vide for increased cost of handling, 
which is now avoided by shipping 
beer in bulk to regional bottling 
plants. 


There Are 784,624 People In These 


“CITY® LIMITS 


On what basis is the Salt Lake Market, with its 
extensive boundaries, acknowledged to be an im- 
portant major “city” market? 

First—It has more than three-quarters of a million 
Very few cities anywhere have a larger 


people. 
population. 


Second—The people in the Salt Lake Market Area 
are more closely unified in tradition, living habits 
and buying habits than the people in any other 


comparable community. 


Third—Buying power, stemming from rich diversi- 
fied resources (agriculture, mining, manufacturing, 
is far above the national average 
New wealth produced in this “city” 


tourist trade) 
per capita, 


annually. 


averages nearly three-quarters of a billion dollars 


Fourth—One metropolitan newspaper medium en- 


by one newspaper. 


consistently. 


ables advertisers to substantially cover the entire 
Salt Lake Market Area at one low cost. 
The Salt Lake Tribune-Telegram. 
ican market of comparable size is so fully served 


It is 
No other Amer- 


These facts explain why the “city” limits extend 
so far in all directions from the publishing center 
of The Salt Lake Tribune-Telegram. They explain 
why sales and advertising managers, alert to oppor- 
tunity for economical and effective sales effort, 
put the Tribune-Telegram on their “A” schedules 


The Salt Lake Tribune Salt Lake Telegram 


MORNING AND SUNDAY 


Nationa! Representatives: 


REYNOLDS.FITZGERALD, INC. 


Color Representatives: 
Member, ASSOCIATED WEEKLY 


EVENING ONLY 


Visking Broadens 
"39 Campaign 
on Skinless Frank 


Success of Initial 
Promotion Spurs More 
Extensive Effort 


(Picture on Page 31) 

Chicago, Jan. 25.—Visking Cor- 
poration’s success with its initial 
venture in consumer copy for Skin- 
less frankfurters last year has in- 
spired considerable expansion of 
this program for 1939, company offi- 
cials said today in outlining the new 
drive. 

The 1939 campaign will promote 
Visking packaged hams and other 
sausage meats as well as the Skin- 
less frank and is of course inde- 
pendent of advertising support of 
these products given by individual 
packers. 

Visking makes only the synthetic 
casing and does not sell to consum- 
ers. Its 1938 campaign has been 
responsible for a substantial in- 
crease in the number of packers 
using the Visking casing for their 
sausage products, and also for a 
sizable gain in consumer accept- 
ance of the sausage products sold 
this way. 

First consumer copy this year 
will be a full page in The Saturday 
Evening Post April 15. Other mag- 
azines on the schedule are Good 
Housekeeping, Ladies’ Home Jour- 
nal and Woman’s Home Companion. 
Several insertions will appear in 
each publication, with the campaign 
running through September. While 
the number of insertions in each 
magazine has not yet been definitely 
fixed, the total will bulk much 
larger than in 1938 when but three 
magazines were used, with only one 
advertisement appearing in each. 
With the exception of the first Post 
insertion, half pages in duotone are 
scheduled. 


Plan Seasonal Emphasis 


Hams packed in Visking casing 
will receive special emphasis in the 
early part of the drive, with later 
stress being planned for luncheon 
meats and Skinless franks. 

Support of the meat industry will 
be sought through insertions in 
Meat Merchandising, National Prfo- 
visioner and Super Market Mer- 
chandising. New in this phase of 
the Visking program is use of a 
sound slide film, “Coats Off for 
Profits” which presents the sausage 
merchandising problem from _ the 
housewife’s as well as the retailer’s 
point of view. 

Another device expected to draw 
considerable attention of meat deal- 
ers as well as consumers is a “Taste- 
It” display for offering customers 
samples of the Skinless franks or 
other sausage products “in the 
flesh.” Twelve window and counter 
display cards for seasonal promo- 
tions are also scheduled. 

McDougall & Weiss is the agency 
in charge. 


American Moves 


American Trade Magazines, pub- 
lisher of American Dry Cleaner and 
American Laundry Digest, has 
moved from 622 Diversey Parkway 
to enlarged offices at 620 N. Michi- 
gan avenue, Chicago. 


Insloan to Seidenbaum 


Insloan, Inc., New York, an or- 
ganization specializing in placing 
and refinancing loans secured by 
life insurance policies, has appointed 
William G. Seidenbaum Advertising 


Agency, New York, to direct its 
account. 
Joins “Call-Bulletin” 

Thor M. Smith has been ap- 


pointed promotion manager of the 
San Francisco Call-Bulletin. He was 
formerly with the Chicago Evening 
American and_ previously with 
Hearst newsnapers in New York 


and Los Angeles. 


_ 
ee 


Watch Budgets Up 


Increases approximating 25 r 
cent in their advertising budgets foy 
1939 have been announced by By]. 
ova Watch Company, and Benrys 
Watch Company, New York. Spot 
radio figures largely in both ac. 
counts, with magazines schedule 
for introduction of new lines ang 
holiday announcements. Biow Com. 
pany handles Bulova promotion ang 
the Benrus account is directed py 
Brown & Tarcher. 


a - 

“Mercury” Sold to Spivak 

American Mercury has been sold 
by Paul Palmer, editor, to Lawrence 
E. Spivak, formerly treasurer and 
general manager. The sale includes 
Mercury Books, pocket-size reprints 
of best-selling fiction. Eugene Lyons, 
author of “Assignment in Utopia,” 
will succeed Mr. Palmer as editor. 


McNeil, Stern & Co. Named 


Exposition Publications, New 
York, publisher of the Official Sou- 
venir Book, Guide Book, Daily Pro- 
gram, and other official publications 
of the New York World’s Fair, has 


York, as public relations counsel. 


Friedwald Promoted 


Harry Friedwald, formerly in the 
production department of Doremus 
& Co., New York, has been named 
head of commercial production. 


PRINTING 


EXECUTIVE: 


® We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order... The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
It is our business to help buyers 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we doit 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try us! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


This full page 
advertisement 
for Martha 
Weathered 
appeared in 
Harper's Bazaar. 
It was prepared 
by Faithorn, 


Martha Weathrred 


ALWAYS 
THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish 
but all are here, ready to serve you. 
Speed, economy and satisfaction assuree 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


appointed McNeil, Stern & Co., New § 
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Mechanical facilities of WKY parallel the up-to-dateness and 
perfection of its appointments. A 5 Kw. high-fidelity 
transmitter and a mobile unit containing a 200-watt short- 


wave transmitter round out a complete service for listen- 


ers of the Southwest unequalled by any other station. 


So Tis: WKY ranks high among the finest 


3 
: 
’ 


radio showplaces of the nation. In beauty, 
design, completeness and technical excellence 
WKY’s new studio facilities far outclass those of 


any other Southwestern station. 


WKY’s physical perfection has been directed 
toward a consistent goal of service. Staffed with 
experts, WKY’s policies and programs have 
built the largest, the most loyal and the most 


responsive day in and day out listening family 


in the entire state of Oklahoma. 


The huge Kilgen organ in Studio “A” at WKY is probably 
the largest instrument ever built especially for broad- 
casting purposes. It is typical of WKY’s complete studio 
facilities . . . symbolic of WKY's constant endeavor to 


render above-par service to Oklahoma's radio families. 


WKY is a station built of the best . . . given 
always to the same pioneering spirit that prompt- 
ed the famous “Run” into Oklahoma just fifty 


years ago. . . guided by a management whose 


A flavored spot on WKY's daily radio log is Aunt Susan's 
quarter hour. From the most complete studio kitchen in 
the country, Oklahoma's “Housewife-in-Chief” conducts 
daily demonstrations during her widely listened-te daily 
broadcasts. Women crowd the studio for each broadcast. 


only measure of the value of the methods and 
machinery at its disposal is the ability they 
possess to increase the quality of service they 


can render in this important marketing area. 


WKY Cblihoma City 


NBC AFFILIATE 


900 KILOCYCLES 


Tue OKLAHOMA Pusiisnine Co. © THe OKLAHOMAN AND Times @ THe FARMER STOCKMAN @ MisTLETOE Express 


KVOR, Cotorapo Sprincs © KLZ, Denver (Affiliated Management) @ Representen By THe Katz AGENCY, INc. 
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Are Advertising Managers 
Underpaid? 


A number of studies by advertis- 
ing associations are under way, with 
the objective of determining the 
average compensation of advertising 
managers. This is information 
which should be collected and will 
probably be significant. It is likely 
to show that advertising managers 
responsible for planning, designing 
and producing advertising are ordi- 
narily compensated at a lower rate 
than those who are on the selling 
end of the services and materials 
which they purchase. 

It is frequently noted that there 
is a continuous shifting of personnel 
from the creative to the sales divi- 
sions of advertising. An advertising 
manager who shows unusual ability 
frequently gets into an agency or 
becomes a media executive or rep- 
resentative. The obvious conclusion 
is that he feels he can earn greater 
monetary rewards in fields where 
salesmanship is highly important 
than in those where creative talent 
only is required. 

There are numerous exceptions, 
of course, to the thesis that adver- 
tising men, meaning those respon- 
sible for the direction of the pub- 
licity and promotion departments of 
advertisers, are underpaid as com- 
pared with their brethren in other 
parts of the field. Many an adver- 
tising manager advances steadily in 
executive rank in his company, 
while still continuing to direct ad- 
vertising. Many such executives 


function as assistants to the presi- 
dent, and not a few have become 
presidents of the companies which 
they originally served as advertising 
managers. 

Yet it remains true that in gen- 
eral advertising managers are not 
well paid. This is not always the 
fault of the companies which they 
serve. It may be due partly to the 
type of service which they are ren- 
dering, and to an altogether too 
restricted view of the proper func- 
tions of the advertising manager. 
Those who are more than techni- 
cians, and who, in addition to ade- 
quate ability in the production of 
advertising copy and materials, are 
able to deal with the broader as- 
pects of marketing, including today’s 
current problems of public relations, 
do not as a rule have reason to 
complain of the financial limitations 
of their jobs. 

On the other hand, there are com- 
panies employing advertising man- 
agers who look to them for a very 
restricted type of service. The title 
“advertising manager” means a lot 
more in certain companies than in 
others. Thus the problem consists 
both in demonstrating the value of 
an able advertising manager, and 
at the same time raising the stan- 
dard of qualifications for those who 
expect to carry this important re- 
sponsibility. Such a program will 
improve the situation from both 
standpoints. 


The 1940 National Census 


One of the most important contri- 
butions of the federal government 
to business and especially to those 
engaged in marketing is the decen- 
nial census of population. In pro- 
viding fundamental information 
regarding the _ distribution and 
character of our population, it 
serves an indispensable purpose. 
While the Census of Distribution 
has more immediate significance to 
many advertisers than the census of 
population, the latter is a significant 
indicator of basic changes which are 
in process in the United States. 

The census answers the questions 
which the marketer studying the 
future course of events is certain to 
ask, as to rate of growth, geographi- 
.al distribution, age groups, social 
relationships and changes in trends 
previously indicated. Because of 
the general agreement among statis- 
ticlans and economists that the 
population of the United States is 


becoming stabilized, and that the 
percentage of middle-aged and older 
groups will show a constant in- 
crease as compared with those in 
the younger age brackets, the 1940 
census will be unusually interesting. 

Now is the time for market re- 
search authorities to study the pro- 
gram for the next decennial census 
and to decide what new informa- 
tion, if any, should be obtained. 
Certainly it would seem reasonable 
that more information about em- 
ployment might be gathered then, 
providing an accurate picture which 
would have contributed greatly to 
the discussion of this problem 
during the last ten years. 

Now is the time to study the pro- 
gram for the new census, and to 
make it even more useful than this 
monumental record of the nation’s 
population has been. The Census 
Bureau would undoubtedly welcome 
constructive suggestions. 
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“Maybe if we added ‘Established in 1870' it would give people more confidence 


The Railroads Pay 


We were interested in the news- 
paper advertisement for the As- 
sociation of American Railroads re- 


railway--pays all 
its own way! 
ASSOCIATION OF. AMERICAN RAILROADS 


This edvertisoment is reproduced threegh the 
courtesy of the T J MOSS TIE CO, St Lous Me 


produced here, which appeared in 
newspapers the other day. It’s a 
one-time interlude in the story of 
service which the railroads have 
been telling, we suppose, since the 
advertisement “is reproduced 
through the courtesy of the T. J. 
Moss Tie Co., St. Louis.” But it’s a 
rather striking advertisement, and 
makes a point which railroads have 
been trying to get across, without 
too much success, for a long time. 


Sale of Dogs 


Fern Furniture Company of Sche- 
nectady caught our all-seeing eye 
last week with a full-page adver- 
tisement of a “sale of dogs’ that 
seemed a welcome change from the 
usual furniture story copy. 

“In the parlance of the furniture 
dealer a suite or odd pieces that 
doesn’t sell as quickly as it should 
is called a ‘Dog,’” the copy says... 
and don’t blame us for the English; 
we're merely quoting. However: 
“We didn’t know we had accumu- 
lated so many! Some are buyers’ 


mistakes . . others are too high 
priced and .. .well, doggone if we 
know how some of them ever did 


reach this state of dogdom. But here 
they are ... they look good... 
they are good.” And then each 
group of items was introduced with 
a picture of a dog, plus a doggy 
foreword, such as, “Handsome, re- 
fined when brushed up—these dogs 
for the living room.” 

Not very elegant stuff, we'll ad- 
mit, but a little good-natured yowl- 
ing in the advertising columns 
doesn’t hurt. 


Children’s Radio Programs 


Josette Frank of the Child Study 
Association of America has con- 
tributed an article on children’s pro- 
grams to the February issue of The 
Parents’ Magazine which makes 
rather interesting reading for any- 
one interested in this problem. Miss 
Frank reports that complaints from 
irate parents to sponsors of chil- 


dren’s programs have indeed had 


Ad-libbing 


some effect; that in many cases 
sponsors have made real efforts to 
remake programs to suit the taste of 
parents, but that in most cases such 
remaking results in a rapidly van- 
ishing audience; and that as a conse- 
quence, programs addressed specific- 
ally to children are becoming less 
and less numerous. This seems per- 
fectly satisfactory to some parents, 
she says, but as a matter of fact it 
is not, since it has not prevented 
children from listening to the radio, 
but has diverted their listening from 
programs designed for them (good 
or bad), to programs designed for 
a more adult audience. 

Reporting on a study of a number 
of surveys, Miss Frank repeats what 
most sponsors already know: “The 
most significant fact is the fre- 
quency with which the children’s 
favorites rank lowest in the parents’ 
scale of approval, while the parents’ 
recommended ‘tops’ often appear at 
the bottom of the children’s listen- 
ing preferences, if at all.” 

She says too, “Children’s tastes 
and preferences are subject to 
change without notice and are likely 
to be governed by what ‘everybody’s 
doing.’ Vogue in children’s pro- 
grams is quite as important as it is 
in mothers’ hats!” 


It's a Game 


Latest entrant into the ranks of 
advertisers who insist on turning 
their advertising into parlor games 
is Continental Oil Company, whose 
page in last week’s Saturday Eve- 
ning Post was built around the 
problem, “Is Madeleine Carroll 
Twins?” Four photographs of Made- 
leine with her double are shown, 
and each of the eight figures has a 
“Yes—No” circle on it, on which 
readers are invited to indicate which 
of the two ladies in each picture is 
our heroine, and which is the stand- 
in. The ad appears on Page 55 and 
the correct answers are given in a 
auarter-column ad on Page 64. 

The tie-up with Conoco germ pro- 
cessed oil is that you might expect 
close resemblance among motor oils 
as well as among stars and their 
stand-ins, “but is there more than 
one of them that even hints at giv- 
ing your engine oil-plating?” 

We almost forgot to tell you that 
when this game of picking the star 
is completed, Conoco suggests buy- 
ing movie tickets for the winner, 
and if the tickets happen to be for 
Paramount’s new feature, “Cafe 
Society,” starring Madeleine Car- 
roll, so much the better. 


Jottings 


One of the most effective uses 
we've ever seen of a second color is 
the Munsingwear bleed page which 
we noticed in the February issue of 
Photoplay. The outside two-thirds 
of the page consists of a glamor 
photograph, with the second color, 
a sort of cinnamon buff, carried over 
into the inside as a tint block for 
the very short copy. It’s not only 
an effective eye-catcher, but exudes 


class at every pore. ... 


ee, 


Information 
for 
Advertisers 


The following documents may fy 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa} 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1459. Newsprint That’s News. 


Coy, Hunt & Co., U. S. distributor, 
has issued this brochure, which de- 
scribes the characteristics of Price 
Brothers’ newsprint, manufactured 
by the Minton vacuum drier proc- 
ess. Details of the process are given, 
with color illustrations, photographs 
and crayon sketches showing the 
printing results obtained with use 
of the paper. 


No. 1460. Shipbuilding at 
Time High. 

For the third consecutive year the 

shipbuilding industry has set a new 

record in volume of vessel tonnage 

under construction, according to this 

bulletin issued by Marine Engineer- 


Peace- 


1939, by number, types and tonnage. 


No. 1461. It’s Check-Up Time. 


Evening Post presents itself for a 
physical examination and 


editorial content, circulation, read- 
ties undergo a thorough check-up. 


No. 1454. Type-of-Farming Areas 
in Manitoba, Saskatchewan and 
Alberta. 


The Country Guide and Nor’-West 
Farmer has issued these data sheets 


type-of-farming classes and areas, 
average size of farm, distribution 
and number of livestock, average 
expenses and values of farm prod- 
ucts, etc. 


No. 1440. Speedy-Q Sound Effect 
Records. 


Charles Michelson has issued this 
catalog of Speedy-Q sound effect 
recordings, which lists just about 
everything from the peaceful sound 
of linnets and meadowlarks and low 
tide at night to cannon, rifles, pis- 
tols, ricochet bullets and roaring 
lions. The advantages of the split 


tails about the records are given. 


Magazine’s Male Readership. 


True Story Magazine has issued 
this study compiled from Starch fig- 
ures as a supplement to data in the 
Consumer Magazine Report for the 
12 months ending June 30, 1938 
This new report contains perfo- 
rated, transparent overlay pages 
which may be placed over corre- 
sponding figures in the current 
Starch report to show the corrected 
picture of reading habits of men 
in wage-earner families. 


No. 1450. Rotogravure is in the 
Spotlight. 


This brochure, issued by Kimber- 
ly-Clark Corporation, contains some 
helpful information on the prepara- 
tion of rotogravure copy, with ex- 
amples of type, photographs and 
color, and case studies of a numbe? 
of successful rotogravure advertis- 
ers. It also provides figures 0 
newspaper readership based on Gal- 
lup reports, showing the extent o 
the rotogravure section’s audience 


No. 1451. WIRE Market Statistics 


This folder, issued by Radio St# 
tion WIRE, Indianapolis, provides ® 
coverage map and tabulations, >! 
counties, of population, retail sale 
and radio homes within the statiom® 
0.5 and 0.25 millivolt areas. An out 


line of programs is included. 


a. 


In this brochure The Saturday / 


invites ‘ 
the reader to be the doctor. Its | 


second cues, the cost and other de- | 


No. 1449. A Report of True Story | 


ing and Shipping Review. Statistics 7 
on the 1938 output are given, with | 
a list of merchant and naval ship | 
construction under way on Jan. 1, 7 


er-interest, and promotional activi- 7 


if 
i 


containing information from the — 
Dominion Bureau of Statistics. | 
Maps and tabulations show the 
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Study this table. It means money in your pocket 


... more money in bigger, more profitable sales 
in the rich New York market. High- and medium- 


income families spend most of the money spent 


_— 


ee 
re ee en ee 


. for advertised grocery products in New York. 


And selling them is more profitable because it’s 


; less expensive. Stores serving them serve more 


families, sell more per store. What you save on 


sales and distribution costs you add to your profit. 
Advertising in The New York Times concen- 


trates selling effort where it brings the most profit 


... among the high- and medium-income families 


, that constitute New York’s bigger profit market. 


The New Pork Gimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


CHICAGO: 230 NORTH MICHIGAN AVE. «¢ BOSTON: BOSTON GLOBE BUILDING ¢ DETROIT: GENERAL MOTORS BUILDING 
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Training Schools 
for Grocers to 


Start March 1 


NARG Takes Advan- 
tage of Federal Educa- 
tion Grant 


Chicago, Jan. 23.— The grocery 
trade, first to establish training 
schools for retail salesmen under 
the George-Deen act of 1936, ex- 
pects to have this project under way 
by March 1, Edwin P. Geauque, ex- 
ecutive director, National Grocers 
Institute, told directors of the Na- 
tional Canners Association at the 
Stevens Hotel yesterday. 

“Thousands of retail grocers all 
over the country are enrolling for 
study in vocational schools and dis- 
cussion groups to learn all about 
what is inside the cans and packages 
they are selling,” said Mr. Geauque. 
“They are determined to absorb all 
of the information they need to 
present the manufacturer’s product 
accurately and in terms of the 
housewife’s needs and budget.” 

The National Grocers Institute, 
sponsored by the National Associa- 
tion of Retail Grocers, has estab- 
lished vocational standards for re- 
tail grocers and their salesmen and 
will award degrees to those passing 
tests. A campaign to acquaint the 
women of America with the advan- 
tages of dealing with grocers and 
salesmen who really understand 
their chosen profession will be 
undertaken. While newspaper and 
magazine advertising is planned, no 
definite solution of the 
problem has been forthcoming. 


Creation of Institute 


Creation of the National Grocers 
Institute by the NARG has its ironic 
aspects. The independent organiza- 
tion broached the subject last Sep- 
tember in a questionnaire to mem- 
bers. Shortly thereafter, the Office 
of Education, Department of the In- 
terior, began to seek methods of 
translating the George-Deen act 
into effective action, 
tion to the $1,200,000 grant to states 
for vocational education. 

The NARG then formed the Na- 
tional Grocers Institute to take over 
its project, and Mr. Geauque quickly 
found that a desire for information 
is not confined to retail salesmen 
employed by the independents, but 
is equally keen among those who 
draw their pay checks from chains. 


All are being admitted on the same | 


basis. 

The Institute has laid down these 
four objectives: 

1. To set up a vocational stand- 
ard for grocery workers and to 
award identifying degrees, based 
upon experience and training. 

2. To promote and further sound 
vocational and educational activities 
which will benefit the industry, to 


SAYS THE BIRD WHO KNOWS. 


YOU GET FATTER FASTER 
WHEN YOU PICK RICH 
ONE-PAPER MARKETS! 


uch as Nebraska 
and South western 
lowa- Covered by 


~~ = = 


World: ‘Herald 


O'MARA & ORMSBEE, Inc 


Natn'l Advertising Reps 


mt. 


financing. 


calling atten- | 


cooperate with national, state and 
local boards of education and voca- 
tional training in projects affecting 
grocery workers and to encourage 
and stimulate interest and partici- 
pation in such projects. 

3. To provide suitable educa- 
tional facilities for grocery workers 
and to make these facilities avail- 
able to all workers in the food in- 
dustry. 

4. To maintain a national file of 
qualified grocery workers to which 
employers may refer for an au- 
thenticated record of an individual’s 
background, training and experi- 
ence. 


Six Degrees Available 


Six degrees will be awarded, the 
highest being ‘Master Grocer.” The 


’ 


Ve, 
ig 
|= 
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TION, 


THE BLAck. 


pieeainis 


| routes rationalized. 


“Graduate Grocer,’ and 
the others “Advanced Grocer,” “In- 
termediate Grocer,’ “Apprentice,” 
and “Probationer.” Five examina- 
tions have been established as the 
basis for awarding degrees. Dur- 
ing the training period, the students 
will be provided with colored 
badges informing shoppers that “I 
am studying my job.” A charge of 
$1 is made for registration with the 
Institute and another $1.50 for the 
first study course material. 

The first examination covers 
fundamentals of public service, 
basic salesmanship, history, Eng- 
lish, writing, arithmetic, weights 
and measures and paper bags. Com- 
modities embraced are sugar, coffee, 
tea, canned foods, butter, milk, mar- 
garine and shortenings, salad dres- 
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VAT VILA 


—you can get ready to scuttle your opponent with 
a thumping load of facts. You'll need the essential 


a data on our woeful deficiencies in artillery, ammu- 

nition and planes, and the neglected condition of 
‘. army equipment. The truth about tanks. The new 
2H Garand rifle and what it means. Plans for mobilizing 
i industry —can bathtub factories make 


| OL REFIWNG CATALYST IS OUT OF THE BAG 


e Something very hush-hush has been going on behind the scenes 
in the petroleum industry. FortuNE, by dogged snooping, managed 


lay world. It is the Houdry oil cracking process—and it’s something. 
It may stand the whole oil industry on its head (they're already in 
a pretty excited state). It may pull down the price of high-test 
gasoline, push up its power and mileage. May even affect the design 
of your future car. The story breaks in Monsteur Houpry’s INVEN- 
FORTUNE 


for February. Page 30. 


AMERICAN AIRLINES—Transportation Transformation 


¢ Only a few years ago American Airlines was the also-ran of the 
transcontinentals. Routes a jumble, planes a collection of odds and 
| ends, and losses appalling. Now A.A. is top dog of the airlines, with 
a shining fleet of Douglasses, the heaviest traffic, 
no passenger fatality since January 1936 and 


for February. Page 60. 


artillery 
shells, or wooden decoy duck makers turn out mili- 


wonder of wonders 


>. R. Smith. How he did it is a story of 
shirtsleeve organizing, operating and selling. told in AIRLINE IN 
FORTUNE 


sings, soap, cheese, gelatine and 
others. The questions in the ex- 
aminations will be partly definite, 
requiring factual knowledge to 
answer, and partly questions calcu- 
lated to test the candidate’s general 
intelligence and judgment. 
Questions will cover sources of 
sugar, cane sugar, beet sugar, vari- 
ous market forms and packs. As 
regards coffee, applicants will be 
expected to have had at least an in- 
troduction to its study, and to 
understand the various methods of 
making coffee and the effect of the 
various grinds which are available. 


Chirurg Moves 


James Thomas Chirurg Company, 
Boston, has moved to new quarters 
in the Park Square bldg. 


Ah | 
*% 


tary shoe lasts? Indispensable is a good grasp of the 
strategy of hemisphere defense, and some familiarity 
with the main schools of thought on what LU. S. re- 


armament policy should 


Deal. You'll also need a 
going to cost. It’s 


Cost OF PEACE. 


are the words for 


Dick Grant. 


to find out what it’s all about and is now first to explain it to the 


house. 


duced house that 


by-play of rearmament and its relation to the New 


all in Fortune’s thoroughgoing 
examination of the whole grisly business, Tue Hicu 
Fortune for February, Page 41. 


a 


Erwin, Wasey Names Twp 


Howard D. Williams, vice-pregj_ 
dent and general manager of Erwijy 
Wasey & Co., New York, and Pay 
E. Newman, vice- -president and am 
director, have become members og; 
the firm. 


Magazines for Rugs 


Bigelow-Sanford Carpet Com. 
pany, New York, will use color 
pages in Good Housekeeping 


Ladies’ Home Journal and Woman’s 
Home Companion next spring tp 
promote its Tailor-Made rugs. 


Trocadero to Weinberg 


The Trocadero Cafe, Hollywood, 
has appointed Milton Weinberg Ad. 
vertising Company, Los Angeles, to 
direct its advertising. 


eee at 


be—as well as the political 


ae 7m. 


few fat figures on what it’s 


HOW 10 SELL AUTOMOBILES. | 


¢ Complicated, cockeyed, controversial and colossal 


the business of distributing auto- 


mobiles. The sales set-up of General Motors is an 
intricate maze of big business and little business all 
mixed together. On top is Vice-President Dynamic 
FORTUNE 
structed organization, his brilliant strategy in Gen- 
eRAL Morors III. 


outlines his carefully con- 


ForTUNE for February. Page 77. 


Is this the packaged house, at last? 


¢ From the trash piles of sugar mills, Celotex has 
risen, via humble plaster-hidden insulation, through 
cellar and attic wall-covering, until now it’s all ovet 
—made 1938’s only transcontinental airline profit. The man who _ the 
made the metamorphosis is ¢ 


In fact Celotex is experimenting with a 
whole house. Might it turn out to be that mass pro- 


will be “sold just like cars?” 


Read CeLotex: Houses From Sucar Cane. Page 81. 
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lelevision Dispute 
Flares Anew After 
INEC Testimony 


Zenith President At- 
tacks Statement That 
Service Is Imminent 


Washington, D. C., Jan. 25.—Tele- 
yision’s current status remained in 
the limelight here this week follow- 
ing the testimony of Philo T. Farns- 
worth, head of Farnsworth Tele- 


| $0 youre going to buy a farm 

; ¢ Do you hanker after the healthy, carefree life of a farmer? 
Before it gets you, better read VERMONT Farm. Here is an account 
of one fairly ordinary day’s work of one fairly typical Vermont 
La Farmer, It means getting up at 4:30 A.M. and keeping hard at it 
. all day—all for no cash profit. But it’s a good life 
fortable house, warm clothes, plenty of good food. If the idea of a 


16-hour day mars your dreams of rural bliss, Paul Sample’s delight- 
ful illustrations may revive it. Fortune for February. Page 


CAN BARTON GET THE G. 0. P. NOMINATION? 


¢ Or will it be Dewey, Hoover, La Guardia, Landon, Vandenberg 
i —or who in 1940? The Fortune Survey reveals the current racing 
form for the Elephant Stakes. Page 68. Fortune for February. 


ay 


ae 


vision, Inc., before the Temporary 
National Economic Committee, to 
the effect that commercial television 
broadcasting is virtually at hand. 
The O’Mahoney committee received 
numerous letters and _ telegrams 
commenting on the testimony. 

Prominent among these was a 
message from E. F. McDonald, Jr., 
president, Zenith Radio Corporation, 
who expressed agreement with Mr. 
Farnsworth that “television is not 
being withheld by the industry.” 
He asserted that, on the contrary, 
“television for commercial pur- 
poses is being introduced prema- 
turely.” 

Mr. McDonald recalled a letter 
written to his stockholders last fall 
(ADVERTISING AGE, Nov. 7), in which 
he declared that “in view of the 


present state of the art, premature 
introduction of television will re- 
tard instead of furthering develop- 
ment.” Reviewing many of the 
technical and cost problems in- 
volved, Mr. McDonald added that 
vital parts of the modern automa- 
bile would also have to be changed 
because spark plugs create inter- 
ference with television broadcast- 
ing. Until manufacturers can be 
persuaded to redesign their spark 
plug systems, he said, television re- 
ception will be impractical below 
fourth or fifth stories of buildings 
facing streets where auto traffic is 
heavy. 


Patents Held Harmful 


U. A. Sanabria, president of the 
American Television Institute, has 


filed exceptions to the Farnsworth 
testimony that patent controls are 
not suppressing the growth of the 
industry. He asked permission to 
appear, with Dr. Lee De Forest of 
the Lee De Forest Laboratories, Los 
Angeles, to present testimony that 
the present patent system was detri- 
mental to the growth of the tele- 
vision industry. His request was 
denied because of the formal closing 
of the patent phase of the commit- 
tee’s investigations on Jan. 20. He 
was invited, however, to file a brief 
with the Committee. 


The National Broadcasting Com- 
pany, through its vice-president 
Frank M. Russell, has announced 
that beginning with Friday of this 
week a five-day demonstration of 
television broadcasts will be held 


yee 2h a tat 


LIBERALISM, AMERICAN STYLE: A PROGRAM 


e ForTuNE provides a 10-plank platform, on which 
business and government might iron out their con- 
flicts and start off together on an era of better under- 
standing. Fortune for February. Page 54. 
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THE ADS ARE INTERESTING, TOO 


Sparks from the advertisements in FORTUNE 


for February 


Beauty is a big industry and figure work 


mounts up. —Monroe Calculator | A. & R.) 
“I *spects I Growed.” i. 

—Clarke, Sinsabaugh (D. & Co.) = 
Cashew Nut from India. Looks like a os 


comma, sounds like a sneeze. 


—Awful Fresh MacFarlane (B. C. & G.) 

So good they’re often forgotten. 
—Hyatt Roller Bearings (C.-E.) 
On Sunday, Carnegie Hall holds ten mil- 
(C. B.S.) 
Tempest in a Tunnel for Safety in the Sky. 
—Goodrich (G.-E.) 
Gentlemen ... Bring me a dotted line ... 
—Dictaphone (McC.-E.) 


lion listeners. 


—C. B.S. 


The Sunny Side is down under. 


—Canadian Australasian (K. & F.) 
His bathtub gave him the tip-off. 
. (L. & T.) 


““Mlake mine a 
—Lord & Thomas (L. & T.) 


— | 
How fast can you say, 
lemonade!” 


” he 
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here. RCA experimental receivers 
will be used and transmission will 
be handled by mobile units of NBC 
which arrived here recently. 


New Tests for Capital 


The exhibition will show high- 
definition pictures with sound ef- 
fects and will be sent by radio beam 
over a half-mile radius between the 
NBC studios and the Department of 
Agriculture building here. At the 
same time the NBC vice-president 
pointed out that “this showing of 
television should not be interpreted 
as an indication that a public pro- 
gram service in Washington is close 
at hand. The National Broadcast- 
ing Company is about to start reg- 
ular television broadcasting from 
Radio City in New York. Present 
indications are that reception will 
be limited to a service area extend- 
ing not more than 55 miles from the 
Empire State tower transmitter. 
Washington will probably not have 
television until the network prob- 
lem is solved. As yet the engineer- 
ing and economic problems involved 
in television networks lie beyond 
our powers of solution.” 


Bame Named Head 
of N. Y. Financial 
Advertising Group 


New York, Jan. 25. — Joseph 
Bame, advertising manager of Com- 
mercial National Bank & Trust 
Company, was elected president of 
the New York Financial Advertisers 


|Association at the annual meeting 


held here this week. Mr. Bame, 
who was second vice-president in 
1938, succeeds John J. Harris, of 


|Fenner & Beane. 


L. M. Townsend, Bank of New 
York, was named first vice-presi- 


ident, and Ruel S. Smith, of Time, 
\Inc., second vice-president. 


Dudley 
L. Parsons, New York Trust Com- 
pany, was elected secretary and 
Merrill Anderson, the Merrill An- 
derson Company, treasurer. 

Directors elected include the fol- 
lowing: Mr. Harris; James Ras- 
covar, II, Albert Frank - Guenther 
Law; Dorcas Campbell, East River 
Savings Bank; Harold Choate, Mc- 
Graw-Hill Publishing Company; 
Craig R. Smith, Central Hanover 
Bank & Trust Company; William D. 
Murray, Hudson Advertising Com- 
pany; Frank G. Burrows, Irving 
Trust Company; P. Raymond Hau- 
lenbeck, North River Savings Bank; 
Crawford Wheeler, Chase National 
Bank; and A. E. Leighton, Williams- 
burg Savings Bank. 


Diebel Promoted 


W. Donald Diebel has been named 
executive vice-president and gen- 
eral manager of Macdonald Adver- 
tising Company, Detroit. He was 
formerly secretary. 


Join “Popular Science” 
Wilbur L. Menne, formerly with 
Science & Mechanics, and Davis G. 
Kirby, formerly with The Katz 
Agency, have joined the Chicago 
office of Popular Science Monthly. 


STOCK PHOTOS 


he @@eeee?es?s*?e 
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@ KAUFMANN & FABRY Co. 
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Thousands of ready - to - use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone 


425 S. Wabash Avenue . Chicago 


Telephone Harrison 3135 
106 West 43rd St. NEW YORK. 
Phone Gryant 9.6682 
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N. W. Ayer Sets Up 
Foundation for 
Consumer Analysis 


Memorial to Agency 
Pioneer Is Headed by 
D. A. Laird 


Philadelphia, Jan. 25.—Establish- 
ment of the Ayer Foundation for 
Consumer Analysis as a memorial 
to F. Wayland 
Ayer, founder of 
N. W. Ayer & Son, 
was announced 
here this week. 
Operating inde- 
pendently of the 
agency, the foun- 
dation is under 
the direction of 
Dr. Donald A. 
Laird, who has 
resigned his post 
as head of the 
Rivercrest Labo- 
ratories at Col- 
gate University to join the founda- 
tion staff. Dr. Laird is widely known 
as a student of practical human 
attitudes and reactions, and is the 
author of numerous books, articles 
and scientific reports on buying 
habits and other aspects of con- 
sumer behavior. 

Explaining the objectives of the 
Ayer Foundation, H. A. Batten, 
N. W. Ayer & Son president, said 
that one of the major problems in 
this country today is that of pro- 
viding greater income and increased 
purchasing power for the great mass 
of our people. 


D. A. Laird 


Data on Consumer Needed 


“One way to approach this prob- 
lem,” he said, “is to understand the 
consumer better, with a view to 
reaching him more efficiently and 
economically. Increasing the effi- 
ciency of our present methods of 
distribution would reduce the cost 
to the ultimate consumer, and thus 
make for greater consumption, 
greater production volume, more 
jobs and higher wages all the way 
around. 

“During the first 30 years of this 
century, scientific study of the prob- 
lems of production made great con- 
tributions to the growth and devel- 
opment of business and the raising 
of living standards. A _ scientific 
approach to the problems of distri- 
bution can contribute just as im- 
portantly in years to come. 

“The chief function of the Ayer 
Foundation will be to provide a 
nucleus for this vital and necessary 
work.” 


Maintained Own Laboratories 


At Colgate University, Dr. Laird 
maintained his own private labora- 
tories, where his creative research, 
dealing with the human factors in 
economics, aroused wide interest. 
At various times he has served as 
technical adviser to several of the 
leading industrial organizations of 
this country, and several of his 
books have been translated for for- 
eign distribution. 


RADIANT BOLD 


Ltra Condensed 


The new tall and slender Ludlow 
typeface, Radiant Bold Extra Con 
densed. Modern in conception, 


stylishin drawing, legible because | 
of contrast in weight of strokes, | 


this face constitutes an important 


asset to present-day typography. 


LUDLOW TYPOGRAPH COMPANY 


Higher Tax Rate 
for Chains Urged 


in lowa Bill 


Des Moines, Ia., Jan. 24.— The 
Iowa Senate has under considera- 
tion a new chain store tax bill 
which varies from the state chain 
store tax act of 1935, in that it calls 
for a tax according to the total 
number of stores operated by the 
chain, rather than according to the 
number operated in Iowa alone. 

The proposed measure is titled 
the Iowa Community Preservation 
Act. <A chain operating 10 stores, 
all of them in Iowa, would pay a 
yearly tax of $10 per store. A chain 


operating 10 stores, with only five 
of them in Iowa, would also pay at 
the $10 per store rate but only on 
those in Iowa. This would be $50 
in this instance. 

An organization with 500 stores, 
all in Iowa, would pay $550 per 
unit. An organization with 500 
stores, only 10 of which were in 
Iowa, would pay $550 for each of 
the 10 Jowa units. 


Seminole Starts Drive 


Seminole Paper Corporation, New 
York, will use full weekly schedules 
in 88 newspapers to promote a new 
premium offer consisting of a com- 
plete line of eight matched Catalin 
handled brushes. Paris & Peart, 


New York, directs the advertising. 


trade. During these evenings the grocers witness a major net- 


2032 Clybourn Avenue, Chicago | 


Milwaukee Gives 30 


Advertising Awards 


Thirty awards were presented to 
Milwaukee and Wisconsin advertis- 
ing and printing companies Jan. 18 
at a dinner sponsored by the Mil- 
waukee Advertising Club, Women’s 
Advertising Club and the Milwau- 
kee Typothetae. 

The awards were made in connec- 
tion with advertising week Jan. 
16-21. 


Toigo to C-E 


John Toigo, who recently resigned 
as account executive of Batten, Bar- 
ton, Durstine & Osborn, Chi- 
cago, has joined Campbell-Ewald 
Company, Chicago, as_ vice-presi- 
dent. 


— 
————= 


Chrysler Third in 
Magazine List 

Total expenditures of Chrysje. 
Corporation in magazines durin, 
1938 were $2,614,849. The total wa, 
incorrectly printed as $1,614,849 j, 
the Jan. 23 issue of ADVERTISIy, 
AGE. 

Chrysler’s rank among magazine 
advertisers was consequently thirg 
instead of ninth as listed. Genera] 
Motors and R. J. Reynolds Tobacgy 
Company were the only two adver. 
tisers whose magazine expenditure; 
exceeded the Chrysler total. 


Action Agency Expands 


Action Advertising Agency, Lo; 
Angeles, has moved to larger quar. 
ters at 629 S. Hope street. 


Grocers’ Night Out — Sponsors’ Night In 


KNX is host to six hundred retailers, one of a series of rieet- 


ings scheduled for the entertainment and radio education of the 


work broadcast and get a“close-up”’ of Columbia Square Studios. 
KNX-advertised products are“ merchandised to the retailers 


with a spectacular “Parade of Products”. Each grocer receives a 


tests and offers. 


stations combined. 


complete commercial program bulletin including current com 


This is one way KNX backs up its sponsors—one reason why 
KNX carries 140% more local and national spot grocery prod- 


uct advertising than the other three Los Angeles network 
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Warner Brothers 
Assumes Cost of 


Newspaper Copy 


New York, Jan. 25. —Warner 
prothers Pictures, Inc., will start its 
1939 promotional program with a 
newspaper campaign on the new 
glm, “They Made Me a Criminal,” 
and following the policy established 
jast fall, the entire cost will be 
porne by the picture company. Pre- 
viously it had been the custom to 
place this type of advertising on a 
cooperative basis, with theaters 
paying part of the expense. 

One result anticipated will be an 


increase of the total amount of pro- 
motion on each film advertised, in- 
asmuch as local exhibitors will be 
expected to buy additional space to 
the extent to which they would 
have shared in the cost of the pro- 
ducer’s campaign, under the old 
arrangement. 

In the drive for “They Made Me 
a Criminal,” insertions of 1,000 lines 
will be placed in more than 100 
newspapers by Warner Brothers, 
with Blaine- Thompson Company 
the agency in charge. 


Resigns Eno Account 


Benton & Bowles, New York, has 
resigned as advertising agency for 


Eno effervescent salt. 


Armstrong Adds 
Four Copywriters 


Armstrong Cork Company, Lan- 
caster, Pa., has added the following 
to its copy staff: 

Kenneth C. Bert, formerly with 
Montgomery Ward & Co.; Alfred N. 
Hartshorn, J. Walter Thompson 
Company; George E. Lichty, II, 
General Foods Corporation; and 
Gene F. Reichert, Blackett-Sample- 
Hummert, Inc. 


Joins Research Bureau 


Gerald E. Stedman, formerly 
vice-president in charge of market 
planning of Cramer-Krasselt Com- 
pany, Milwaukee, has joined Na- 
tional Research Bureau, Inc., Chi- 
cago, as vice-president. 


Landfield Named 


Joseph Landfield has been ap- 
pointed advertising manager of Mit- 
chell Finance Company and House- 
hold Finance Company, Los An- 
geles. 


Miller in New Post 


C. E. Miller has been appointed 
advertising director of Urban News- 


papers, Cleveland, publisher of 
Cleveland and suburban news- 
papers. 


Drake Bakery Appoints 
Ketchum, MacLeod & Grove, 
Pittsburgh, has been appointed to 
handle the advertising of George E. 
Drake Baking Company, Pittsburgh. 
Gail Gordon is account executive. 
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national spot advertisers who for 25 consecutive months have made KNX 


WELCOMES SOUTHERN CALIFORR 
RETAIL GROCERS TO COLUMBIA 350 


avrade of profzts. 


EP up your sales in Southern California —join the ranks of local and 


their first choice by a wide margin. 


deeply in all phases of community life. 


Their preference for KNX means only one thing—*SALES RESULTS. 


1. Provides the lowest cost coverage of any major Los Angeles station. 


telephone surveys of radio listening and confirmed by Crossley, Inc.). 


radio activities. 


And here are the reasons why the Pacific Coast's #1 station can deliver results 


for you in the first market of the Pacific Coast—the nation’s third market! 


KNX. . . provides . .. carries... offers... leads... 


2. Carries the full complemert of Columbia Network programs, plus a 


powerful schedule of locally produced programs for the Los Angeles audience. 


3. Stands first in over-all popularity (as established by 18 separate coincidental 


4. Offers dominant coverage throughout Southern California, daytime; and 


in the evening delivers the greatest coverage of any station on the West Coast! 


5. Leads in public affairs and special events broadcasts, thereby rooting itself 


6. Follows through with the “trade” — whole- 
sal s, jobbers, brokers, and retailers —by keep- 


ing them well informed on KNX sponsor's 


Your nearest RADIO SALES office will gladly furnish you with analyses 
of the Southern California market—and discuss your specific advertising 


objectives in this territory. 


*May we send you current Case Histories of KNX results? 


000 WATTS 


50, 
Columbia Broadcasting System 
REPRESENTED BY RADIO SALES 


License Plates 
May Promote 


Georgia Peaches 


Atlanta, Ga., Jan. 24.—Georgia’s 
most luscious fruit crop, the peach, 
will be advertised via automobile 
license plates in 1940 if the Georgia 
Junior Chamber of Commerce has 
its way. The association has spon- 
sored a measure, introduced in the 
general assembly by Senator M. L. 
Dunn, authorizing pictures of 
peaches on state license tags. 

In addition to publicizing the 
peach, the Georgians also hope to 
overcome unfavorable opinion of 
the state aroused by plays, motion 
pictures and books dealing with to- 
bacco roads, chain gangs, ill-housed 
mill hands and impoverished tenant 
farmers. 

The license tags, if affirmatively 
voted upon, will bear the legend, 
“The Peach State,” and carry a 
peach colored in red against a back- 
ground of orange and blue. The 
license plate promotion idea has 
been successfully used by several 
other states, notably New York in 
promotion for the World’s Fair. 

The Georgia peach campaign, 
under sponsorship of the Georgia 
Association of Peach Growers, is 
expected to compare favorably with 
the 1938 drive. J. R. Gay, of Gay, 
is chairman of the committee in 
charge which is at present engaged 
in obtaining contracts from members 
pledging 1 cent per bushel for ad- 
vertising on all peaches sent out- 
side the state. To date, $1,500 has 
been pledged. This amount will be 
substantially increased by the time 
the season opens, it is expected. 


Massachusetts to Give 


Lecture Series 

Beginning Feb. 8, the Massachu- 
setts Department of Education will 
sponsor a_ series of lectures on 
trends in retail distribution. Daniel 
Bloomfield, director of the Boston 
Conference on Distribution, will 
direct the series. 

Speakers include David R. Craig, 
president, American Retail Federa- 
tion; Elliott S. Boardman, Federal 
Reserve Bank of Boston; Carl N. 
Schmalz, Bureau of Business Re- 
search, Harvard Business School; 
Malcolm P. McNair, Harvard Busi- 
ness School, and Paul Hollister, 
executive vice-president, R. H. 
Macy & Co. 


Features Holland Furnace 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, features the Holland 
Furnace Company, Holland, Mich., 
in No. 15 in the series of “Advertis- 
ing Facts” issued to newspapers for 
reproduction throughout the coun- 
try. 


Stops Agency Operations 
Editorial Service Company, Mil- 
waukee, will discontinue operations 
as an advertising agency, effective 
Feb. 1, and will concentrate on the 
publishing field with its Feed Bag, 
Feed Bag Annual, Master Baker 
and Wisconsin Petroleum News. 


— Advertisement — 

Legionnaire Market Shown 
As High in Buying Power 

Whether your impression of the Amer- 
ican Legion market is that of an adver- 
tiser in the magazine, an observer of Legion 
activities in local communities, or merely 
that of a parade-watcher, it is probable that 
the recently published market study, “Buy- 
ing Power Facts,” will greatly enlarge that 
impression. Through Ross Federal persona) 
interview investigation of 2,701 AMERICAN 
LEGION MAGAZINE subscribers, in 118 
cities and towns, an imposing picture of 
above-average buying power is presented. 
According to the study, 86.55% of Legion- 
naires own their own business, 58.62% 
more are gainfully employed, and only 
4.88% are retired or unemployed. What 
this means in terms of family life, income, 
home ownership, and the possession of 
automobiles, radios, vacuum cleaners, oil 
burners, and similar evidences of material 
prosperity is shown in admirable graph and 
statistical form—quickly read and analyzed. 
Comparisons, with details of ownership, age 
of properties owned, etc., combine to create 
a most favorable standing for the 968,062 
subscribers, and the 2,366,158 other family 
members of the fleld. Copies of the study 
available on request to Frederick L. Ma- 
guire, American Legion Magazine, 9 Rocke- 


feller Plaza, New York, N. Y. 
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Voice of the Advertiser 


Hill-Billy Lingo 

To the Editor: Who said hill-bil- 
lies weren’t news. I am enclosing a 
letter sent to the leader of our local 
mountain music group (Glenn 
Hughes), by another one of the fra- 
ternity. Note the spelling. In sev- 
eral years of reading all kinds of 
letters, I have never seen anything 
so rare. 

R. A. RUPPERT, 

Director of Advertising, WKRC, 

Cincinnati. 
Mr. Gleen Hughs. 
Cin Ohio 
Dear Sir. 


I am in need of a fiddler. And 
could use a good girl dancer. That 
if she is good. And also if she 


doubles something elis. Say guitar 
Accordian Or sings. Right salary to 
the right person. And we work the 
year around. 

- told me about 
you. And said to write you. That 
you knew all the’ enertainers, 
around that part. And that you 
might be able to help me 

Trusting that this dont put you to 
to much trouble. And that you have 
something that will meat with my 
opruval. 


_— - 


Only 35 Words 
to Tell the Story 


To the Editor: The attached ad- 
vertisement running currently in 
the daily papers of Florida, we be- 
lieve is a dramatic story, not only 
of the growth of the state but of the 
phenomenal growth and success of 
our client, the Gulf Life Insurance 
Company, whose headquarters are 
in Jacksonville. 

Only 35 words are in the main 
message of the ad, but we believe 
they drive home more forcefully the 
message intended than 500 or even 
more words could do. 

We are especially proud of the 
treatment of the building in the en- 
tire left panel, giving the details of 
each floor and showing how the en- 
tire building is used exclusively for 
the conduct of our client’s business. 

A. P. PHILLIPS, JR., 


A. P. Phillips & Co., Orlando, 
Fla. 


A SOUTHERN INSTITUTION 


This department is a reader’s forum. 


WASHINGTON PORTRAIT 
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LAUNOERERS ORY CLEAmERS 


How to Avoid Libel 
and Win Friends 

To the Editor: Here’s a laundry 
ad that recently appeared in Wash- 
ington, D. C. newspapers. Maybe 
it'll interest you. What I’m wonder- 
ing is this: 

Is this method of illustrating “a 
Washington woman’’—a customer, 
too!—a clever device for evading a 
damage suit for invading privacy, 
since presumably her identity would 
be known only to the “privileged” 
(to use the legal term) —or is it 
just a portrayal of a pleasing aspect 
of the laundry business? 

DAVID PORTERFIELD, 
Washington, D. C. 
7 


Ideas Welcome 


To the Editor: Just to close the 
chapter on this bank’s advertise- 
ment in ADVERTISING AGE, and your 
subsequent item on the matter, hav- 
ing to do with the over-solicitation 
evil, I would just like to leave the 
record clear with this thought. 

It is not the purpose of the bank 
to discourage the submission of defi- 
nite and well-developed ideas, or to 
appear unwilling to consider specific 


suggestions. We do wish to discour- 


You believe that your State is growing 
Here is the proof In 1911 we occupied 
one room. Now we have our own build- 
ing, and use.it all to serve you and our 
policy holders everywhere. 
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GULF LIFE INSURANCE CO. 


JACKSONVILLE FLORIDA 


Letters are welcome. = 


age the general type of solicitation 
which has nothing specific to offer 
other than “superior service’”—‘“‘su- 
perior intelligence” — “superior ex- 
ecution” — “superior art work’’— 
“superior production” — “superior 
on ad infinitum” — plus a “superior 
etc. etc.” 
Syp J. HUGHEs, 
Vice-President, The Morris Plan 
Industrial Bank, New York. 


Se oe 


Holds Layout Vital 
in Advertising Scheme 


To the Editor: I noticed with a 
great deal of interest the slighting 
reference made by Copy Cub in 
your Jan. 2 issue regarding the im- 
portance of the layout man in the 
advertising picture. To put it gently, 
I think the reference was a slight 
tap on the wrist at the men who are 
the foundation of many a successful 
advertising campaign. 

As you put it, a streamline body 
on a car is by no means the most 
important feature, but consider the 
chances of a manufacturer, assum- 


ing he is producing the leading 
motor car, running a national cam- 
paign that is reminiscent of the 
automobile of 1910 vintage. 

Advertising layout today is 
streamlined—a composition of units 
dedicated to the style of today and 
tomorrow. Imagine a layout man 
trying to obtain a position with a 
portfolio full of layouts that hark 
back to 1920. 

Art directors and advertising men 
know the importance of a “good” 
layout. Translated, this means a 
composition so related as to tell a 
story — intelligently, dramatically. 
All advertising is dependent on 
sales and, in my humble opinion, 
there should be a new name for 
our profession—my suggestion is 
Salesvertising Layout. 

The book Copy Cub mentions is 
the finest and most comprehensive 
collection of advertising layouts I 
have ever seen. The thought and 
care in the planning of this book 
deserves sincere praise. 

No one unit in an advertisement 
is without its importance. How to 
emphasize that importance properly 
is the layout man’s problem. And 
that is why, Copy Cub, there are 
layout men in this profession called 
advertising. 

BARNEY ABRAMS, 
Chicago. 


Ollendorf Forms Agency; 
Gets Six Accounts 


C. J. Ollendorf, formerly vice. 
president of George C. Hartmap 
Company, has opened an advertising 
agency under his own name with 
offices at 228 N. LaSalle street, Chj- 
cago. Before joining Hartman, he 
served with Lord & Thomas, Erwin 
Wasey & Co., and Henri, Hurst g 
McDonald. 

Accounts include Chicago Roller 
Skate Company; Gross, Malow 4% 
Swerdlow, handbags; Heyer Cor. 
poration, duplicators; Frank Mashek 
& Co., leather goods, Sol-O-Lite 
Mfg. Company, and United Mfg 
Company, manufacturer of spot- 
lights and fog lights. 


Quinn Joins Institute 


Stanley J. Quinn has joined the 
Institute of Public Relations, New 
York, in an executive capacity. He 
was formerly a member of the pub- 
lic relations firm of Adamson, Kit- 
chen, Lillibridge & Quinn, New 
York, and president of Stanley 
Quinn Associates, New York. 


Agency for Wendell 


Wendell Mfg. Company, Chicago 
manufacturer of automobile and 
furniture paint striping devices, has 
appointed Behel & Waldie Advertis- 
ing, Chicago, as agency. Lee R. Mc- 
Cullough is account executive. 
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South. 


the economy of 


50,000 Watts 


established preference 
leadership in covering local events. 


through 


dominance in the prospering Deep 


using | station with 


five times the power of any station 
within 400 miles. 


-Tell—Sell—over WWL-the 50 Thousand Watt Station in New Orleans 


REPRESENTED BY THE KATZ AGENCY, Inc. 


CBS AFFILIATE 
VINCENT F. CALLAHAN, GEN. MGR. 


eee zs aint 5. gee ‘ Fo. i ye ae 3 es wa co vat 4 ; ed + ' ‘ 
ee ; feed ; / : ! 4 ' 2 ee 
a a ee Po J 
ashe . . a 
a —— - 
4 oe Pe ( 
7) = ee 
“4 
... 
~ ee 
“ Fe | 
a : — 
La P age ftom , ~ , / 
ee i oy ag ; 
a Of A Washington Wor | ay 
xo $ We LR rae 
Who Uses ELITE’S Servi | rs 
apes. - ph to 
ae ee 2 om | | 
‘ yy? ea $1 
A a Sa tid 
Has ( y as 
- Ss ae a 
hs (gre 
it i . a. a — Ce 
te al ve of 4 { 5 -_ + 
3 ea) | ee : 
a ame SD i 3 | 
Pi ‘ pp wT | JO 
. eb bin » wm sor" b- 4 x) & oe , 
ae pews gone? wee f Lt a ee ¢ 
ae en Mee = 9) . 
et 4 age oy ——| / | e 
7 Tecan, | ie | 
“4 re ETT ce gan 00 ° fa 
a ,. wos = 1 ever au 
: oe _ what coat ot 
ot le ones®  yyaske a 
of costs *° o rot th 
ea ae onty Bs 10 be 
Boa oe 
Be ices parang ened 
4 oe | el eer ae af 
7 | —_ | 
7 ’ 
| C _ v 
? P AUG Cifan Ci 
Ir 
re 
abi V 
aa 0 
iia th 
oe: = —— . — ae aeitteeemnneiiibitineteiiaiiii — 7 
iia oo —SSSSsSSSSSSsS8SS080808080808080808&0808080808080808080800 SSS a——VDMhqoo——._—S“q“wqoaaawawassall SSS ar ——_—_— — —— 0 
oe d 
il , 1 
i on aaa ‘oie ee ; = : Se doer 7 pare Cc 
# 4 * a “ t 
: : 3 Ba : Cc 
i = wash my ’ - 
eae oe =— —— ele. Leen. i. Peat ree ee i oie Pe “oe “3 sa ti 
Be a a he “as ees a , 
wae 4 = uit a ay = ee: ° i : Mees “4 *y Be Pe = 
gh . aes celle f ° * . ee Ps . e 
‘g “9 —— ea go): a Per eee ee h 
+ ee al ite ee 3 a ses i 
Rey ia eile Ye 
<M } . ; ae 4 me ao a . 1s 
cn | ae ee wes - : A oe ey b c 
nz el =. a 5 
rm a Oe i.) a ‘ 
re | ee i Boe tua = | 
ee ‘a 4 my . ee 7: a ‘ 
“ e & " en “ SSS a a S ] 
_iat | E he : aa *&§F 
ie | s a Ww ay aed 7 . 
.. ae, s ? ~] ae. yi 
7 J ot f es is + ie. J 2 -'§ “o 8 ‘ a _ i 
Ae i F . aS ‘% ta ‘ 
en o i 4s = ote a ’ 
; ’ oe ~~ - s . = ie " : A , Lr a ee - i ‘ } 0 
3% a i oa oi og sa —:, — x es ‘ 
Sy * ine <n Os ok Se Be : jr «eee * < “* : y — Se "13 * wa weed, | . a 
oe 4 re si a : ee : _ , 7 a ¢ 
aca a OF eats lies = il Mi! , are : %: e? Ee’ . re pe ht ae Se i i! 
° “rae ‘ > i . : i Bo call s ; 
a Pie i —— » $ 
ade Ste } La re aa ‘ , 7 
a ae ea ws ; as a ty 
e,: i eo i : Sal : . 

- —? ae ae ‘i ws se ‘ p 
ey, a a Store > Sean . t : 
ars —— a rs " ~~ : - “ F eo Ss ee N 

Pre tare Was 7 i Pi, sad ee en ys ; a. eee es eo es - 
ee ee CC a eae Er = Paar ¢ To, gale 
a 7 - —_—_— = = ri hs te a a ror eee ae oe a ‘fe . ‘oor a: ea i! 
| . mS . ee -s' e oy oe ee, 4 
* ¥ . a an 4 ad A nigt oe aP | oy 29 ia } S 
’ = ee Ee Se ae — a _ — a. ¥ Eye 4 ae ee y as ae " ee a AN hi  » epee : 
(i og gl lind - = SS - eee . ar a wes a tg om tn Doe awe n 
an a agi —— = = | he eee 
ii -_ =fiR =0: 0 = = 3 
aig SD, 4 ~ + A = : . ——— = } . 
. + < - ' = , 
oe \ +S | = H | 
= al ) 1 LHe = H 
ot f 5 } = 
Y ‘26 a 4 ; vag Gg H ry 5 
oer : = = < S 
‘ ss 6 roce } | i > a i == 
ia - ~ = = = 
_ \ = . 75 — 
: - We ) ihe, —= ' 
: a \ ———— 
mn : . a ——- 
Siti: MST TeyY 
i 4 ; “ j ’ } ) ‘ } } 
Po “ J 11> . 
ie —s = Wi | | + 
.™ | Y SEUEHTED| Bier by 
ES amt : —] ; } j | loyod . 
eae 11 i-4 . ; = 
j sie il —" *4 44 4) Wavy — 
ys : Wn | ide Ree | 
| ee a a ud Bg | 
Tw’ roo = = - . ~ ~ 
| i J 
yr \ : | 
ee 2 FF | ee 
. ir , ! 
‘3 | — | 
\ . | 
~ | 
e ! | 
2 "gl. } 
‘Qew noose 
| 
| | 
\ — : 
N . 
a 3 let roce r 
tm ‘ 
’ ve ee ee 
‘ feat . 
ee 
Coie a 
a'ey: * ae a __& ot _* é 4 * , 4 2 ? i : ¢ ©, mS 
_ = ‘* ¥ 5 d 1% Ms as ‘ rats 2 “ "9 “ Z re + - cs © < $ 
Pa 4 , : Aes ¢ red aes Fe < Pa q 
3 J cent Pr ‘y, ; ‘ ‘ : . " 


january 30, 1939 


ADVERTISING AGE 


19 


Cherry Canners 
Mourn Decline 
of Pie Artistry 


Chicago, Jan. 25.—Alarm over the 
apparent inability of the modern 
generation of housewives to turn 
out « flaky pie such as mother used 
to bake was mingled with satisfac- 
tion over the progress toward a 
$100,000 advertising appropriation 
as cherry canners met today at the 
Congress Hotel to survey the situa- 
tion 

The consensus was that the ma- 
jority of hotel and restaurant chefs 
are not much better than the ama- 
teurs when it comes to the manu- 
facture of an edible pie, cherry or 
otherwise. Something will have to 
be done about this when the con- 
sumer campaign is launched, it was 


agreed. 
A. J. Rogers, of Traverse City, 
Mich., moving spirit in the cherry 


campaign, said that things are mov- 
ing along in his state, and similar 
reports were made by canners from 
Wisconsin, Ohio and New York, the 
other leading cherry states. Under 
the plan, growers will contribute 
one-eighth cent per pound toward 
the advertising fund, the canners 
deducting this amount from pay- 
ments and turning it over to the 
national advertising board to be 
created. The campaign will not ma- 
terialize unless 75 per cent of the 
country’s tonnage is pledged to par- 
ticipation. 


Profit in Cranberries 


Mr. Rogers showed some charts 
he has been using in converting the 
growers to the idea. Their chief 
feature was statistical proof that 
cra near rry growers have doubled 
their revenue through advertising. 
In 1915, the average return to pro- 
ducers was 2.3 cents per pound. In 
1937, after a few years of advertis- 
ing, they were getting 4.8 cents. The 
increase Was continuous from year 


to year. Cherry growers received 
only 3.3 cents per pound in 1938 
and the figure fluctuates wildly 


from year to year. 

Mr. Rogers said that cherry dis- 
tribution is extremely sketchy under 
present conditions, and that one 
New England chain reported that it 
does not now sell them and does not 
intend to unless the industry does 


something to create consumer de- 
mand. 


If the proposed campaign ma- 
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Folks in Wild Dog (Ky.) don't — 
to WAVE—they probly caint git : 
But listeners in the Louisville are ' 
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1 you 
cher book te ‘Als the story: w wil 
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ral Repre sentatives 


Outlet 


Natior 


FREE & PETE 


RS, INC. | 


terializes, the canners will probably | 
issue a new container holding just 
enough cherries for one pie. They | 
also propose to establish an inspec- 
tion and grading system, so that the 
product will live up to the claims 
made in advertising. 


B&M to Ellis 


Burnham & Morrill, Portland, 
Me., packer of B&M baked beans, 
B&M brown bread and other canned 
goods, has appointed Sherman K. 
Ellis & Co., New York, to handle its 
advertising, effective April 1. 


Gets Su-Purb Soap 
Safeway Stores, Oakland, Calif.. 
has appointed Lord & Thomas, San 


Francisco, to handle advertising of 
Su-Purb granulated soap. 


Oklahoma Tourist 


Bureau Passes Out 


of Existence 


Oklahoma City, Jan. 25.— The 
state highway commission this week 
abolished the Oklahoma Travel and 
Tourist Bureau, dismissing Ennis 
Helm, director, and four stenog- 
raphers. Robert Lee Kidd, assistant 
director, resigned Jan. 19. 

Commission Chairman Sandy 
Singleton said a check was being 
made of the bureau’s funds to de- 
termine how much of the $110,000 
original appropriation is left. A 
bill to abolish the bureau passed the 
state senate Jan. 19 and went to 


lthe house, but Chairman Singleton 


said the commission had discretion- y pene pra 


ary power to abolish the agency, 
which was set up two years ago. 


Shows Varied Techniques 
The 1939 calendar issued by Wal- 
lace-Miller Company, Chicago, pho- 
to-engraver, features a different re- 
production technique on each | 
monthly sheet. Specimens include 
duotone, four-color benday effects, 
rubber plates, lamination, and four- 
color process plates. A decorative 
border depicts various steps in the 
photo-engraving process. 


Frampton Adds Duties 

Charles E. Frampton has been 
appointed publicity director of the 
Louisiana Tourist Bureau. He is also 
director of the state publicity de- 
partment. 


Eugene Cousins, formerly in the 
advertising department of Financial 
World, New York, has been ap- 
pointed advertising manager, suc- 
ceeding James de Long, who has 
resigned to join The Saturday Eve- 
_ firm. 


Best Transfers 


Hil F. Best, who has been in the 
Detroit office of Fred Kimball, Inc., 
newsnaper representative, has been 
shifted to Chicago as Western man- 
ager. 


McIntyre Added 


Edwin P. McIntyre has resigned 
as art director for Johns-Manville 
Corporation, New York, to become 
manager of Williams [Illustrating 
Company, New York. 
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To important people it is important to know exactly how much money 


; te [31 000,000 Fee 


. No figures were available, 


so The United States News staff visited 25 different Federal agencies, 
dug out the facts, put them together in this simple pictogram....A 
timely economic subject is analyzed each week, translated into a picto- 


gram and run as an exclusive feature at the top of page 1. 


on every page of THE UNITED STATES NEWS 


—all of it original—most of it found nowhere else 


. THE UNITED STATES NEWS is the ONLY /([ 


publication in the United States devoted exclusively 


to America’s No. 1 theme, 
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Health Story of 
Meat Theme of 
Armour Campaign 


Nutritional Value to Be 
Dramatized in Con- 
sumer Copy 


(Picture on Page 1) 


Chicago, Jan. 25.—Built around 
the slogan, “Meat’s the Mainstay,” 
a new campaign to be launched by 
Armour & Co. in national magazines 
and newspapers will spotlight the 
health story of meat, thus marking 
a major change in the company’s 
advertising policy. 

A color page in February Good 
Housekeeping and a color spread in 
the Feb. 4 issue of The Saturday 
Evening Post will carry the first of 
the new Armour messages. March 
issues of Ladies’ Home Journal and 
McCall’s will repeat the story which 
will further be told in an extensive 
newspaper schedule during Febru- 
ary and in display material in re- 
tail stores. 


Calls Theme Neglected 


“We believe that the facts of 
meat’s health values have too long 
been left untold by the meat indus- 
try,” said W. R. Hemrich, Armour 
advertising manager. “We have left 
it to physicians, dietitians, home 
economists and _ other 
workers to carry the message to the 
American public for us. They have 
done a splendid job, but it is time 
that someone reinforces their efforts 
in advertising pages. We are 


Drive for Klipette 


volunteer | 


pleased to announce that Armour & | 


Co. is prepared to undertake this 
job. To our knowledge, this is the 
first time that any major advertiser 
of meat products has made this 
health message the major theme of 
his advertising. 


| 
“Without disparaging the health 


values of any other food, we can 
say, with all the scientific backing 
in the world, that no other food has 


as complete a health story to tell | 


as meat. 
our narrative will be of benefit to 
producers of live stock, to the entire 
packing industry, to the retailers of 
food products. And we earnestly 
hope that it will make some contri- 
bution to the American public’s 
knowledge of sound eating habits.” 
Color pictures of food dishes, to- 
gether with menus and recipes, 
which have been features of Ar- 
mour’s “Meal of the Month” adver- 
tisements for the past four years, 
are continued in the new series. 
Lord & Thomas is the agency. 


Eaton Expands Drive 

Eaton Paper Corporation, Pitts- 
field, Mass., has expanded its adver- 
tising program for Highland Linen, 
Petersburg 1850 and Mayfair social 
writing papers. The account is 
handled by Federal Advertising 
Agency, New York 


Lowest Cost > 
per Listener 
-., Both RED * 


| eBlueNBCshows 


We sincerely trust that. 


National advertising of Klipette, 
a cylinder shaped device to remove 
superfluous hair from nose and 
ears, manufactured by Hollis Com- 
pany, Newark, will be continued in 
magazines beginning with February 
issues. Small space will be used in 
Collier’s, Esquire, Liberty, The 
Saturday Evening Post and Time. 


| Two New York newspapers will also 


be used. A. W. Lewin Company, 
Newark, is the agency. 


Richardson Adds Wiggin 


Arthur Wiggin, Jr., formerly in 
the sales department of Singer Sew- 
ing Machine Company, New York, 
has joined Frank A. Richardson Ad- 
vertising Agency, New York, as ac- 
count executive. 


i, 


Shoes to Gussow, Kahn 


Gussow, Kahn & Co., New York, 
has been appointed to handle the 
advertising of Miles shoes for men, 
women and children, manufactured 
by Murray M. Rosenberg, Inc., New 
York. A list of 76 newspapers cov- 
ering the chain of 104 Miles stores 
in New York, New Jersey, Con- 
necticut and Pennsylvania, will be 
used. 


San Diego Pledges $65,000 


Approximately $65,000 has been 
pledged to date by the San Diego- 
California Club for a 1939 advertis- 
ing campaign outside of San Diego, 
the San Diego Chamber of Com- 
merce has reported. The organiza- 
tion spent $150,000 to promote the 
city last year. 


“Fabrics” Appears 


The first issue of Fabrics and 
Ready - To - Wear, edited primarily 
for buyers of ready-to-wear and 
piece goods, and published by the 
Haire Publishing Company, New 
York, has made its appearance with 
the January issue. The new pocket- 
size digest will be issued monthly 
and offers complete coverage of the 
ready-to-wear and fabrics market. 


Burn-Smith Adds Felix 


Edgar Felix, radio consultant, has 
been appointed director of research 
and engineering of Burn - Smith 
Company, New York, recently 
formed to act as national represen- 
tative for broadcasting stations. Mr. 
Felix will be in charge of the Wash- 
ington, D. C., office. 


Two Appoint Clark 

American Institute of Meritisn 
non-profit corporation formed + 
promote a new economic philosophy 
has appointed Darwin H. Clark Ag’ 
vertising Agency, Los Angeles, t, 
handle its account. Newspapers 
radio and direct mail will be useq 
Hollywood Studios, South Gate 
Calif, mail order motion pictur, 
films, has also named the agency tp 
direct a newspaper and business 
paper campaign. 


“Stage” Adds Hammer 


Stage magazine, New York, has 
appointed George Hammer as West- 
ern advertising manager. He was 
formerly business manager of Horse 
& Horseman, New York, and West- 
ern manager of The Saturday Eve. 
ning Post, Philadelphia. 
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Climalene Names Three Wants Missouri Promotion| Samuel Leaves Agency Abingdon to Hoffman 


7 
limalene Company, Canton, O., | A recommendation that the Mis- Edward J. Samuel has withdrawn Abingdon Pottery, Abingdon, Ill., Pp iy O Iv Oo t 1 Oo TL 
’ ppointed J. V. Martin, Western /souri general assembly appropriate | as a partner in the agency of O’Con-| has appointed William Hoffman & . 

) ae a sales manager, Chicago; | $250,000 to promote advantages of|nell & Samuel, Springfield, Mass.| Associates, Chicago, to handle ad- R 
ws. Spahr Eastern division sales | Missouri as a tourist state has been| The agency will be continued by | vertising of its art ware division. evie W 
sosthos Canton, and R. H. Mar-|adopted by the St. Louis Travel|/L. M. O’Connell under his own| Business papers will be used. Ed- 


‘ Pe 
) ig promotion manager, | Council. name. _win P. Leader is account executive. | 
| Fenton. —__—_—- ninalinimeiilaa | | An attractive reprint of “How-to- 
. ° w ” Buy” material which appeared in 
. snk & D Parent, Dowd Merge Crosley Promotes Dodds _ Liebman to “Post Seetaite Mnctsine Guinn 108 bes 
e To F oner Edward D. Parent Company, Bos-| Robert Dodds, assistant advertis-| Robert Liebman, for the past four|been mailed to prospects by that 
D La-Z-Boy Chair Company, Mon-/ton agency, has merged with John ing manager of Crosley Corporation, | years on the advertising staff of the | pyblication as additional evidence 
. roe, Mich., has appointed Fink &|C_ Dowd, Inc., Boston. Offices will| Cincinnati, has been appointed ad- | P 


recently suspended Milwaukee Sen- of the interest in buying informa- 


Doner, Detroit, to direct its adver-|be maintained in the Park Square] vertising manager, succeeding John | tinel has joined the advertising staff 

«cing. Newspapers and direct mail Pes . ‘ : , 4 . xorg mation on the part of consumers, 

wa be a p bldg. p ee Garceau who has eo bs the seeOaENeS HN ening Post. and ef thals canfitenss ta the in- 
s aera” ye . —_ ” | on formation presented by McCall’s. 
. To Federated Sales Gets Villa Riviera To Represent “News Spitz Starts Agency * * « 
s American Shearer Mfg. Company, Barnes Chase Company, Los An- The Morning News, Florence,) George J. Spitz has opened an Liberty scores with a simple bro- 
. Nashua, N. H., has appointed Fed- | geles, has been appointed to handle S. C., has appointed Lorenzen & | advertising office in the Little bldg., chure which points out that “no 
4 erated Sales Service, Boston, as| the advertising of Hotel Villa Rivi- | Thompson as national advertising | Boston. The telephone number is| matter how you cut it’—by ABC 
“ m nsel, era, Long Beach, Calif. representative. | Devonshire 6670. 


arketing cou 


count, Starch readership studies, or 
Life statistics —‘‘one magazine de- 
livers the most for the advertiser’s 
dollar . . . Liberty.” 


| By = a 


| Criterion Advertising Company is 
urging advertisers to “mop up with 
|Criterion,” and using an actual mop 
to emphasize the point that Cri- 
terion displays bridge the gap be- 
tween publication and radio ad- 
vertising and the customers “down 
on the wrong side of the tracks.” 
* * * 


NBC has issued a new calendar 
for radio time buyers, which gives 
expiration dates for radio contracts 
of varying duration that start on 
any date in 1939. It’s all on two 
sides of a single cardboard sheet, 
9x12. 


* cad bod 


And speaking of expiration charts 
on radio shows, WHIO, Dayton, has 
just issued one different from any 
we've seen before. Instead of the 
conventional cardboard chart, this is 
a vest-pocket size celluloid enve- 
lope, holding cards which are slid 
up and down in conjunction with a 
slot in the cover. 

a * » 


The Iron Age has issued the third 
in its series of “who” booklets, this 
one answering the question, “Who 
Writes The Iron Age.” Pictures and 
text describe the editorial staff and 
contributors to the paper, their 
backgrounds, and the manner in 


One of the most amazing transactions in American woman from yesterday’s suspicious which the paper is edited. 
. . . x * * 
es ailv i 55 *“finger-and- ** mark ays in- 
America— going on daily in thousands of finger-and-thumb” marketer to today’s a dk on a 
: gl . 
grocery stores. American women buying sight formed customer who knows what she wants and Sone, BENE in Swe COleES Of 


linen finish stock, has just been sent 
out by CBS to tell the story of 
WJSV, Washington. The final fillip 
is provided by an accompanying let- 
ter on a miniature letterhead of the 


unseen more than 48% of the products that names it, one magazine has had more to do than 


go into their market baskets. American grocers — any other with establishing this buying faith. 


: . 2 station. 

selling sight unseen the majority of products That magazine is the Ladies’ Home Journal, : +3 
mt a . : - Hiding behind a full Post size 
that cross their counters. Both of them utterly which has brought more food advertising to drawing by Norman Rockwell is an 
, | h J hey buy d sell i f t : 2 unusual and attractive brochure of 
confident that what they buy and sell is perfec more women than any other magazine; which The Saturday Evening Post called, 
. oy os h . : “It’s Check-Up Time.” As the title 
—in quality, weight, representation. has advertised virtually every great grocery implies, the book runs through a list 
; of things on which it is suggested 
This faith is one of America’s most impor- brand name in America coincident with its rise; the Post should be checked, and 
does an interesting and effective job 
tant business assets. It has been built upon a which has never presented to its readers a name through the use of dialog, aided by 
a couple of friendly looking pen and 
far-reaching system of mutual integrity between —_ unworthy of their confidence. Today the Journal ink characters who weave in and 


out throughout its pages. 
American manufacturers, American grocers, is reaching America’s largest feminine audience 


American magazines and American advertisers. | with America’s greatest budget of food and 


In the few short years that have transformed the —_ grocery advertising news. 


The Journal will tell this story in 10,000,000 homes this spring, 


using $50,000 worth of space in the Ladies’ Home Journal, 


ADVERT 


The Saturday Evening Post and 15 leading newspapers! The 


<—~ R 
How POPULA 
5,000: STATION 


Ladies’ Home JOURNAL KDY 


Salt Lake City 


—— oo Representative: 
2) John Biair & Co. 


READ BY AMERICA’S LARGEST FEMININE AUDIENCE 
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LONG TRIP FOR ADVERTISING ASSIGNMENT 


Mail Onder 
Baseball School 
Opens in Chicago 


Chicago, Jan. 26.— The Interna- 
tional Baseball School, which will 
provide mail instruction in the na- 
tional pastime to would-be dia- 
mond stars at $10 a throw, officially 
opened its doors for business here 
today. James Carrig, long with 
A. G. Spalding & Bros., is president, 
and J. Gordon Bennet, formerly 
with LaSalle Extension University, 
is advertising manager and editor. 
The faculty includes 23 of baseball’s 
brightest stars, ranging from Hank 
Greenberg, of the Detroit Tigers, to 
Dick Bartell, of the Cubs. 

The chief medium of instruction 
will be eight books, one for each 
battery and infield position,’one for 
the outfield, and one on batting and 
base running. The latter will assert 
that any boy with good eyes and 


7 * 
Bourbon Distillers! 

Part of your market is coming to 
New York for the World’s Fair. 
Be sure your brand is well repre- 
sented. Use the medium that reaches 
96°, of the package stores and 76°, 
of the bars, grills, hotels. 


BEVERAGE RETAILER WEEKLY 


1819 Broadway, New York, N.Y. @ Circle 6-8181-2-3-4 


ter, and it will encourage readers to 
break all established rules. As a 
classic example of this, it will cite 
Gabby Hartnett’s home run which 
settled the Pittsburgh-Chicago series 
last fall in favor of the latter. Gab- 
by hit a “waste” ball, with the count 
two strikes and no balls. 

Written tests will be given the 
baseball students and the 100 most 
successful will be given a trip to 
Huggins Field, St. Petersburg, Fla., 
from Dec. 28, 1939, to Jan. 10, 1940. 
Juvenile magazines will be the pri- 
mary advertising medium. 


Chadsey with Ebersold 


William L. Chadsey, formerly 
associate art director of Walgreen 
Company, Chicago, has joined Fred 
H. Ebersold, Chicago agency, as pro- 
duction manager. 


Billings Joins Bruck 

Cecile Ruth Billings has joined 
the copy staff of Franklin Bruck 
Advertising Corporation, New York. 
She was formerly with Ferry-Han- 
ly Company, New York. 


Resigns Bantam Car 


Ketchum, MacLeod & Grove, 
Pittsburgh, will resign as advertis- 
ing agency for American Bantam 
Car Company, Butler, Pa., effective 
Jan. 31. 


The poor creature above is lost; he belongs to another 
His whole attitude just doesn’t make sense for the 


era. 
New York World’s Fair of 19 


ry’ . . 
The really smart visitors 


They will depend on CUE to guide them about New York 


City and its Fabulous Fair. 


In three years CUE has built a New York following of 
more than 35,000 of the town’s best spenders—sophisti- 
cated people who want to know where to go, what to do, 


and how to spend money. D 


out-of-towners will find CUE equally indispensable. 
If you are not already familiar with CUE, write our 
Circulation Manager, CUE, 6 E. 39th St., N. ¥. C. and we 


HOW D0 | GET TO 
THE CRYSTAL PALACE? 


39. 
to New York will not get lost. 


uring the 26 weeks of the Fair 


will send you complimentary copies for three weeks. 
Should you happen to be interested in the tangible results 


that advertisers report fror 
“Results Folder.” 


\ To visit 


This is the year < 
| To buy 


6 EAST 39th ST, C U r NEW YORK CIT) 


n CUE, ask also for CUE’s 


the New York World's Fair 
CUE 


You can't cover New York's class market unless you use CUE! 


_ Getting Personal _ 


Charles H. Swift, board chairman, Swift & Co., traveled to New 
York to sell the World’s Fair a mess of hot dogs and hamburgers, and 


took time to throw a party on 
the exposition grounds where 
cafe society leaders mingled with 
retail butchers. . . 

Ed Baumiller, of McCann- 
Erickson’s media dept., expects 
to get married and drive off on 
a honeymoon any day now. The 
newlyweds will go _ south. 

J. W. Sturdivant, space buyer 
and account executive of Erwin, 
Wasey & Co., has completed 20 
years’ service with the agency. . . 

Joseph N. Pew, v.p., Sun Oil 
Company, gave his daughter's 
hand in marriage last week. . . 
Sherwood E. Silliman, who is 
masterminding American To- 
bacco Company’s World’s Fair 
exhibit, has been endorsed as 
Republican candidate for village 
trustee of Scarsdale, N. Y. . . 

Agency associates of Don 
Stauffer, retiring radio director 
of Young & Rubicam, tossed a 
farewell party for Stauffer, and 
presented him with a silver cig- 
arette case. He will vacation for 
a month before assuming new 
duties with Lyons & Lyons. . 

F. R. Gamble, executive sec- 
retary, American Association of 
Advertising Agencies, will teach 
an extension course in operating 
an agency at Columbia Univer- 
sity’s spring session. Mario 
Cooper will instruct in advertis- 
ime ert. «. 

Joseph V. Connolly, g.m., 
Hearst Newspapers, expects to 
leave soon for an extended va- 
cation in Europe. Carl W. 
Jones, publisher, Minneapolis 
Journal, is an amateur pres- 
tidigitator. On every visit to 
N. Y., he makes the rounds of 
those strange shops which sell 


SPEAK UP, JASPER 


Them thar handlebars screen the phys- 

iognomy of none other than Harford 

Powel, ex-agency man and current public 

relations expert. The occasion was a 

New York fashion show, sponsored by 

Arnotex and Leigh, to introduce a new 
line of spring fabrics. 


tricksters’ aids. He published a 


privately-printed treatise on modern magic which sells for $12.50. . . 


Members of the sniffles club: 


Frank Smith, associate a.m., Gen- 


eral Foods Corporation; and George Castleman, account exec., Ber- 


mingham, Castleman & Pierce. 


.. D. T. Carlisle, com’! mgr., Doremus 


& Co., Boston, has been added to the board of managers of Boston 
Children’s Hospital. . . William T. Dewart, New York Sun publisher, 
has announced the troth of daughter Mary. . . 

Edgar Kobak, v.p., Lord & Thomas, speaks before the next meet- 
ing of the Triad League, advertising club of NYU. Leo E. McGivena, 
pres., Briggs & Varley, has a March date with the same group... 
Franklin H. (Spats) Johnson, and Jim Spackman, McGraw-Hill exec- 
utives, are bound for the West Indies on an 18-day cruise. . . 

The movement started by Henry Simler, pres., American Writing 
Machine Company, to combat prejudice against employment of men 


HECHTS GO FISHING 


George J. Hecht, publisher of Parents’ 

Magazine, and Mrs. Hecht hauled in a 

good-sized sailfish on their fishing excur- 
sion to Florida. 


who are over 40, is gaining head- 
way. Thirty-six unemployed 
business and professional men 
who formerly earned from $8,000 
to $14,000 a year have organized 
the Forty Plus Club of N. Y... 

A. H. Fensholt, pres., The 
Fensholt Company, celebrated 
his 50th birthday and the 17th 
anniversary of the founding of 
his agency Jan. 23 by telling the 
Chicago Business Publishers As- 
sociation what he thinks about 
free product publicity. . . 

Jerry Gray, of Jerome B. 
Gray & Co., skipped attendance 
at the Poor Richard Club ban- 
quet last week. He’s v.p. of the 
club and helped make the affair 
a success, but the lure of the tee 
and green took him to the Win- 
ter Golf League of Advertising 
Interests at Palm Beach... 

Dale Karstaedt, a.m., Jour- 
nal-Times, Racine, Wis., is new 
secretary of the Racine Down- 
town Business and Professional 
Association. . . Morrie E. Jacobs, 


v.p. of Bozell & Jacobs, Omaha, will take care of publicity for the 
1939 Community Chest campaign. . . 


H. O. Stone, secretary of The Izzard Company, Seattle agency, 
sailed Jan. 2 with Mrs. Stone for a three months’ cruise in the South 
Seas. Tropical stops include Samoa, Fiji Islands, New Hebrides and 
New Caledonia, and they land in Manzanillo, Mexico, April 1. . . 


Friends of William B. Benton, 


former agency man and a founder 


of Benton & Bowles, will be glad to know that he is rapidly recover- 
ing from a long siege of pneumonia. Bill is now in the South absorb- 
ing some of its justly famous sunshine with a view to returning to 
Chicago, where he is making a great record as vice-president of the 
University of Chicago, around March 1... 


Laura Ligertwood, a.m. of Bay State Thread Company, Spring- 


field, Mass., is now Mrs. Maurice 


M. Chaffin. . . Faye Bernson, a.m. 


of Albert Steiger Company, Springfield, was married Jan. 15 to Mau- 


rice P. Winnimann of Newark. . 


Lewis Allen Weiss, v.p. and g. 


m. of the Mutual Don Lee Broad- 


casting System, will act as chairman of the radio department of the 


Pacific Advertising Clubs Association’s convention 


25-29. . . 


in Oakland June 


ee 


‘Fair Trade’ Was 
a Problem Even 


in Babylonian Erq 


Babylon, Jan. 24, 700 B. c_ 
Establishment by the emperor to. 
day of fixed price schedules for 
variety of products and of minimum 
wage schedules for slaves and other 
employes was termed an extremely 
“radical” departure from the tenets 
of the private enterprise and free 
competition system prevailing here. 
tofore. Many businessmen and ip. 
dustrialists said they will vigorously 
resist this “new deal measure.” 

The above paragraph, in stone 
tablet format, may easily have beep 
read way back when by Chaldeans, 
Assyrians or Babylonians, accord. 
ing to Dr. Waldo H. Dubberstein, re. 
search associate of the University of 
Chicago’s Oriental Institute. Dr. 
Dubberstein this week published a 
report in the American Journal of 
Semitic Languages which reveals 
that the price fixing technique, as 
we know it today, is far from new, 


Kings Called “Benevolent” 


From the end of the third millen- 
nium, even before the great Ham- 
murabi, down to Ashurbanipal in 
the seventh century, B. C., “be- 
nevolent kings attempted to create 
prosperity for their people and a 
feeling of good will by announcing 
official prices and, at times, official 
wages,” said Dr. Dubberstein. 

He also reports that it is apparent 
from a study of commercial docu- 
ments that royal efforts in this re- 
gard were only partially successful. 
“Business refused to be bound by 
artificial price levels, and often the 
truthful contracts exhibit drastic 
variations from the promulgated of- 
ficial prices,” he adds. 

Some of the fixed prices for vari- 
ous commodities are listed as fol- 
lows by Dr. Dubberstein: Dates, 25 
cents per bushel; Pregnant cows, (a 
special royal sacrifice) $13. Slaves, 
$12.50. Cheap wine, 25 cents per 
jar. Good wine, $2 per jar. Wool, 
1214 cents per pound. Iron, 2 cents 
per pound. 

Labor and wage problems like- 
wise perplexed the rulers, he re- 
marks. “State” jobs paid well, 
however. When the labor market 
was short, in harvest and canal 
building work, the wage for free 
laborers went up to five shekels or 
$1.25 per month. For keeping watch 
in the temple for two weeks, two 
men received $4.25. 


Introduces New Felt 


Capson Hat Company, Fall River, 
Mass., will use consumer publica- 
tions and business papers to intro- 
duce a new water-repellant light- 
weight felt to be known as Whisper 
Weight. Fashion Advertising Com- 
pany, New York, is the agency. 


Mears Advanced 


Gerth-Knollin Advertising 
Agency has transferred Mortimer 
W. Mears from San Francisco to 
the Los Angeles office where he will 
be manager. 
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Earnings of 
Advertisers 


Procter & Gamble 

For three months ended Dec. 31, 
1938, net profit amounted to $5,784,- 
751, compared with $4,340,348 for 
the same quarter in 1937. The com- 
pany’s fiscal year ends June 30. 


Hart, Schaffner & Marx 

Net loss for the fiscal year ended 
Nov. 30 was $305,137, compared 
with net profit of $137,412 for the 


McKesson Shows 
Strength in Sales 
Record for Year 


New York, Jan. 25.—Sales volume 
of McKesson & Robbins did not suf- 
fer seriously from the sensational 
developments growing out of the 
Coster-Musica frauds, it was dis- 
closed this week in a financial re- 
port issued by Trustee William J. 
Wardell, for December, 1938, the 
first month of operation under 
trusteeship. He estimated that De- 
cember sales totaled $14,712,000 
against $15,323,000 for December, 


sales of the so-called crude drug de- 
partment and Canadian subsidiary. 

For the full year of 1938, McKes- 
son & Robbins sales totaled $147,- 
321,000, compared with $155,904,000 
for 1938, a decrease of 5.51 per cent. 
The yearly figures are’ also adjusted 
to eliminate operations of the crude 
drug department and Canadian sub- 
sidiary. 


Decrease is Smaller 


“Analyzing these preliminary 
estimates,” Mr. Wardell said, “it 
will be noted, first, that the percent- 
age of net sales decrease for De- 
cember was not as large as that for 
the full year of 1938, and, second, 


eleven months ended Nov. 30, 1938, 
compared with 1937. 

“Thus it would seem that the 
sales record for December, 1938, the 
first month of operation since the 
trusieeship of the company, was 
comparatively stronger than that 
for the preceding months, thus re- 
flecting the continuing service which 
McKesson & Robbins is rendering to 
drug manufacturers, retail druggists 
and the public.” 


Gladfelder to “Star” 


Glenn Gladfelder has joined the 
advertising staff of The Minneapolis 
Star, handling advertising promo- 


Named for Chrysler 
Used Car Copy 


Schwimmer & Scott, Chicago, has 
been appointed by Chrysler Sales 
Corporation to direct a used car ad- 
vertising copy service for Chrysler 
dealers throughout the country. 

The service will include news- 
paper and radio copy and direct 
mail campaigns. 


Greiser Joins Printer 
Rudolph F. Greiser has joined 
Cutting & Woods Inc., Bridgeport, 
Conn., printer, where he is in charge 
of typography and design. Until the 
first of this year, Mr. Greiser was 


ae ear. tion. He was formerly in the pro-|assistant advertising manager of 
preceding year 1937, a drop of 3.99 per cent. _The |the percentage decrease for the full | motion department a the yom Feet Shaver "Dacoaratien 
R. J. Reynolds Tobacco figures are adjusted to eliminate | year was not as large as that for the | Moines Register and Tribune. Bridgeport. 
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Company reports net earnings of 
$23,734,305 for the year ended Dec. 
31, 1938, compared with net earn- 
ings of $27,602,372 in 1937, a drop of 
14 per cent. Net sales in 1938 totaled 
¢282,265,015, against $302,999,161 in 
the previous year, a decrease of 
6.85 per cent. 


General Household Utilities 

Net loss for the fiscal year ended 
July 31, 1938, amounted to $1,098,- 
474, compared with loss of $995,117 
for the preceding year. 


Seiberling Rubber 

For the fiscal year ended Oct. 31, 
1938, consolidated net income 
amounted to $294,494, against net 
loss of $10,443 in 1937. 


John B. Stetson Company 

For the fiscal year ended Oct. 31, 
1938, net loss was $413,534, com- 
pared with net income of $94,520 in 
1937. 


General Tire & Rubber 

Report shows net profit of $1,181,- 
224 for the fiscal year ended Nov. 
30, 1938, compared with $808,913 
for the previous year, a gain of 46 
per cent. Net sales aggregated 
$20,088,354, against $21,392,956 in 
1937, a drop of 6.1 per cent. 


Caterpillar Tractor 

Preliminary report shows net 
profit of $3,235,709 for the year 
ended Dec. 31, 1938, compared with 
$10,168,689 for the previous year. 
Net sales totaled $48,246,139, against 
$63,183,487 in 1937. 


B. Kuppenheimer & Co. 


Net loss amounted to $136,377 for 
the fiscal year ended Oct. 29, com- 
pared with net profit of $75,666 for 
the preceding fiscal year. 


Druggists in Co-op Drive 

A cooperative campaign for retail 
druggists in Southern California has 
been started by Robert L. Nourse 
Advertising Agency, Los Angeles. 
The plan is supported by Southern 
California Retail Druggists Associa- 
tion. 


Three to R&R Board 


Ruthrauff & Ryan, New York, has 
added vice-presidents Everett J. 
Grady, Raymond F. Sullivan and 
Joseph R. Busk to its board of di- 


rectors. 


gain in advertising linage is. 


ewsweek gained 71% in advertising 
linage for January, 1939, compared 


Newsweek’s January | 


714 


with January of last year In advertising 


the intelligent, articulate audience that 
formula has attracted. 


(MMV 1 Ulu Mi We fli? V 


Newsweek's growing readership now num- 
bers more than 330,000 families. More than 
two-thirds are in the business executive 
and professional classes... leaders in their 
communities Their own considerable ad- 
vertising value ts multiplied many-fold by 
the purchases of people they influence. 


Watch Newsweek! 


Tlewsweek 


The Magazine of News Significance 


revenue, Newsweek's January gain is 104%. 


Significance----Such increases as these 
are significant of Newsweek's progress. We 
find it deeply gratifying to record them, 
for more eloquently than any words of 
praise, gains like these tell us that adver- 
tisers approve of Newsweek, of its formula 
of news plus news significance . . . and of 
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Rank 


in the Farm Magazines 


1938-1937-1936 


—=s 


The Fifty Leading National Advertisers 


An Exclusive Advertising Age Compilation Based on Records of Publishers Information Bureau, Inc. 


1938 


1937 


1936 Rank 


1938 1937 1936 
1 OE TO BR reer reer ereRrreer $ 141,202 $ 111,027 $ 86,403 Ethyl Gasoline Corp.. Le wails Mahe ante eae wee 87,312 133,995 140,250 
pr American Telephone me Telesragh Co... . 6. oa 86,783 94,105 90,196 Fisher Body Corporation sa sie 0 iN Sa a 17,157 75,426 30,419 
16 American ToObecsd CO... cc ccccsccccccscssecvns 226,078 210,290 129,817 PEED CRONE 6 occa vcavevececce. 3,428 6,364 614 
12 Association of American Railroads............. 189,489 110,775 89,235 General Motors Truck Rt rere 7,151 71,092 23,524 
Re err er rr re TTT 108,147 90,015 87,826 ee 38,908 14,010 «|... 
43 Caterpillar Tractor Co........cccccccsccvcccecs 57,762 66,365 35,716 Promotion G-M Cars en ee pear eeae Rw es:) maid a 
21 Champion Spark Plug Co.........cccccvccceees 107,328 105,078 100,913 United NS sb cok peas ewa eb ae 10,380 27,539 Te. 
© GRPUEEE COE. 2c ccc ccc ccccccccsccnsncesccens 285,507 410,438 445,896 11 Goodrich, i nhc is cadd eds ee aee ken ees 219,997 195,223 159,920 
Including: Including: 
Chrysler Motor Corporation.............. 25,600 47,640 20,884 Goodrich OM a ee eee 174,495 148,533 109,883 
Dodge Brothers Corporation............... 107,412 179,174 204,110 COOCEFE DOOTWORE Gili cc ics Coc sceccceces 21,966 21,556 22,028 
Plymouth Motor Corporation.............. 152,495 183,624 220,902 Hood Rubber Co.........+.20+eeeeeeeeeees 23,536 25,134 28,009 
50 Congoleum-Nairn, Inc. ............+-0++e0-0- 51,350 66,750 64,700 5 Goodyear Tire & Rubber ee a 363,161 356,138 353,787 
33 Continental Oil 'Co Ren role |. 75,372 64,727 63,510 49 Great Atlantic & Pacific Tea Co., The......... a 8 =—Ss Kee 5,236 
31 Corn Products Refining Co NRE OS 76,439 59,794 43,123 27 Hess, Dr., eo eee 82,551 98,918 77,394 
ORT rer rr trTe 183,999 201,084 129,169 1 International Harvester Company............. 539,197 539,190 473,083 
re hater 42 Kalamazoo Stove Company.................... 58,504 87,010 98,878 
38 Electrolux Refrigerator Sales, Inc.............. 64,322 86,046 88,068 : 87 
8 Firestone Tire & Rubber Co..............-.--- 292,340 434,799 265,428 | 45 Keystone Steel & Wire Co.... ..............-. 55,727 48,092 51,555 
7 Ford Motor Company...................0000:- 308,964 318,781 314,845 19 Lever RE ee 110,466 80,100 88,676 
Including: 6 Liggett Gt BEyOre TORRCCO Coie vice ccccccccsess 347,931 375,907 221,530 
ee ee dc wevecccdevccees 292,594 284,543 288,905 SS Eermeeee, BF. Gaiiccscscces Pee ease die A ih Sl a 67,641 42,574 60,625 
Fordson Tractor Co..............+.e+0s05- 16,370 34,238 25,940 | 32 Maytag Company, The................+.-.++:- 75,996 82,093 85,981 
: 53.787 64.863 1.776 40 Mishawaka Rubber & Woolen Mfg. Co........ 60,300 65,437 54,219 
48 General Electric Co... 0.0.0... 2 esse cece eens , , 700.692 17 Minneapolis-Moline Power Implement Co.. 117,558 94,259 50,058 
4 General Foods Corp........--..---+.++++ssees 428,788 560,371 39 Morton Salt Company..................... 62,467 31,489 23.882 
Including: cn ckcustessctcccse ness 58,940 58,041 40,319 
Baker’s Coconut .......-.-.-.--sss+ssss05 teens ane 55.799 | 24 Oliver Farm Equipment Co., The.............. 91,484 115,066 79.715 
Bran Flakes heigl" lethal "lp Silla lalallala 13,688 31,91 85.288 ee I ng case vcnecccvnevestaaus 112,852 133,456 128,715 
Calumet Baking Powder...............--. 96,562 89,936 39350 | 28. Pillsbury Flour Mills Co...............00..000. 81,404 76,473 57,512 
COTtO woe reeeeereeeeer sss seereeee ese ecens 52,067 44 je'93 | 47 Ralston Purina Company...................... 54,066 75,380 77,063 
Grape-Nuts .....0.- 0. seeeeee ser eeeeerers  teenns pny sree | 30 Remington Arms Co., Inc.............00.0 000. 77,828 50,311 45,562 
SORPOTNS TUMNOS «+ 6 00s sees eseesceenons ones a oo) | 29 Republic Steel Corp.........0..00.c0cccceecee. 81,158 21,213 47,461 
Huskies ...-+.ssssseecseeeeeseeeceec scene susen, 3,09 3 Reynolds, R. J., Tobacco Co................--. 454,664 403,714 424,489 
Jell-O Ice Cream Powder.............---- Bp ‘iites ye eS Serererrrerserery a. © sooeee Seen 
TOAD nncscrerecssccressosssssessreesess ppd 24°797 | 23 Socony-Vacuum Oil Co., Ine................05. 95,400 168,628 126,891 
Maxwell House Coffee..................+.  «.s0s- LD t’s99 | 16 Standard Oil Company (Indiana)............. 124,301 127,139 74,942 
Minute Tapioca ........----++.sesseeeeees 12,868 apie enaia | 44 Stark Bros. Nurseries.............0..000cc000. 55,910 51,153 42,667 
OS Giada lcaacheee seb ianded reigns yore 110139 | 25 Sterling Products, Ine.................00..0004 68,949 70,126 71,511 
Os MAL 2 eer eer cree J : , Including: 
RT Se Ane ee © ae Sine aries rye 38,735 28,805 Bayer Company, Inc...................... 6,801 23,063 16,118 
Sure-Jell & Post Toasties................. a PE EEE Centaur Company, The ................00. 60,536 42,165 51,973 
Swans Down Cake Flour...........-....-- «+++. 429 Phillips, Chas. H. Chemical Co............. 1,612 4,898 3,420 
ee Me EE a oso 0's ee tis 6S eda Wee ee ees 70,195 59,411 67,014 25 Texas Company, The.....................00.- 88,140 126,145 78,960 
2 General Motors Corp. ............-0-eeee eens 464,448 626,737 426,822 Including: 
Including: [Ue SE 49,400 58,430 41,560 
ee EE WE Is civ cade wa esdeseseiws 50,627 49,690 23,586 Indian Refining Co., Inc................... 38,740 67,715 37,400 
Buick Motor Company.............sseee0. 50,257 41,191 17,550 14 Union Carbide & Carbon Corp................ 167,564 190,002 173,792 
Chevrolet Motor Company................ 166,247 157,873 190,771 22 Wheeling Corrugating Co..................... 100,260 50,360 113,826 
eT . APPPrrerrrrerr ire as —— #£& 4 ssesse 37 Zenith Radio Corporation..................... 65,491 70,971 76,968 
i Cs cas ceneeeheeneeeks. dahon 6,004 108 sasha 
eT No es 5 6 hed eae eee eevee at —— = ieee 860 (itl Total of 50 Advertisers.................... $7,317,687 $7,635,364 $6,696,366 
° ° ss cialized duties of the tobacco whole- 
To Emil Brisacher Vivian Advanced Tobacco Men ae Lunke Expands 


Fidelity Credit Service has ap- 
pointed Emil Brisacher & Staff, Los 
Angeles, to handle its advertising. 


_WBAL 


means business 
in Baltimore 


Lloyd R. Vivian, formerly assist- 
ant advertising manager of Ditzler 
Color Company, Detroit, has been 
advanced to sales promotion man- 
ager and will have charge of all 
advertising and sales promotion ac- 
tivities. 


. *. ae 
Linage for “Time 

January advertising linage for 
Time was 70,296, or 163.9 pages, in- 
stead of 12,083 lines, or 17.8 pages, 
as announced in ADVERTISING AGE 
last week. Pages for Look totaled 
17.8, or 12,083 lines, instead of 24.6 
pages. 


Do You Need — 
seco an ADVERTISING MANAGER 
_ or a COPY WRITER ? 


soe ta 


Talk With This Man 


knows how to develop ideas of practical value 
can write copy that convinces and sells 

is a capable organizer 

has had newspaper and publicity experience 


offers the knowledge gained through 14 years of selling through 


“print” to some company looking for an advertising manager (or 
assistant)—or for a copy writer 


He 


asks now for an opportunity to talk with you about himself—at 


your convenience 


Please address reply to Box 1617, Advertising Age, Chicago 


Speak Well of 
Advertised Brands 


Chicago, Jan. 24.—Wholesalers in 
the tobacco field look with increasing 
favor upon the volume and profit 
possibilities in advertised brands, 
and are not of the opinion that such 
advertising by manufacturers will 
eventually reduce the wholesaler’s 
function in this field to one deserv- 
ing the “economic waste” appella- 
tion. 

This was the view taken by a 
representative group of the National 
Association of Tobacco Distributors 
in a symposium on advertising dur- 
ing concluding sessions of its con- 
vention here last week. 

The chief question up for dis- 
cussion, from which this view 


national advertising increase or di- 
minish the importance of the whole- 
sale tobacco distributor?” 

Several disputed the wording of 
this query, stipulating that their 
answer refers only to those whole- 
salers fully qualified to serve re- 
tailer and manufacturer and not to 


those who are merely “order 
takers.” 
All admitted that advertised 


brands usually indicated a lower 
price margin but one which is still 
acceptable in view of the greater 
sales and faster turnover. Substi- 
tution, it was asserted, is less preva- 
lent now in the tobacco field than 
it has ever been. 

Also discussed was the tendency 
of manufacturers in some other 
fields to supplant the wholesaler 
with their own distributing facili- 
ties. There is little likelihood of 
this trend in the tobacco field, it 


was held, because of the more spe- 


emerged, was, “Does manufacturers’ 


The sole resolution adopted by 
the group advocated an industry 
situation which would make pos- 
sible a fair profit to the wholesaler 
without forcing him to “overwork 
and undereat his competitor.” 

Jonathan Vipond, president of 
Scranton Tobacco Company, Scran- 
ton, Pa., was chairman of the 
session. 


“Times” to Woodward 


The Times, Chattanooga, Tenn., 
has appointed John B. Woodward, 
New York, as national advertising 
representative. 


James R. Lunke & Associates, 
Chicago, has moved to larger quar- 
ters in the Palmolive bldg., and has 
appointed Robert A. Gallagher pro- 
duction manager. The agency has 
been named to handle the radio ac- 
count of Chicago School of Nursing, 
and the account of Lang Labora- 
tories. 


MAILING SERVICE 


Multigraphed letters filled-in equal to 
individually typewritten ones. 


ADDRESSING-MIMEOGRAPHING 


THE LETTER SHO?P. Inc. 


440 So. Dearborn St. WalLash 8655 


CHICAGO 


— 


i 
How to 


CUT PRINTING COSTS 


~ 


Use PLANOGRAPHY—enjoy four-way 
savings ... and unusually high quality! 


Your job is combined with several 
others on a large plate—you pay only 
a fraction of the cost of plate and press! 


This makes possible lower unit costs! 


Write or phone for complete price list! 


360 N. MICHIGAN AVE. 


CHICAGO, ILL. 


SERVICE CO. 
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cou Take Hand 
As Radio Talent 
Strike Move Looms 


(Continued from Page 1) 


The sessions were veiled in sec- 
recy and the identity of those at- 
tending was not disclosed. No state- 
ment on results was issued but it 
was learned, from a reliable source, 
that advertisers were opposed to the 
eg scale, terming it “unreason- 
ably high. - 

Some advertisers this week also 
expressed resentment over the 
agreement concluded last year be- 
tween AFRA and the major net- 
works covering sustaining  pro- 
grams. The scale in this agreement 
is substantially lower than what the 
union is currently demanding for 
sponsored programs. 


Internal Union Battle 


Emergence of a jurisdictional dis- 
pute served to complicate the situa- 
tion still further. The American 
Guild of Radio Announcers and 
Producers protested against the in- 
clusion of announcers in the AFRA 
contract. AFRA is a CIO organiza- 
tion claiming to have all CBS an- 
nouncers in its membership. NBC 
announcers are said to belong to 
AFRA which is an AFL affiliate. In 
this connection it is significant that 
no election has ever been held 
among radio actors and announcers 
to determine which union shall rep- | 
resent them in collective bargaining | 
and it is possible that such a de- | 
mand may be made upon the Na- | 
tional Labor Relations Board. 

One concession made by AFRA | 
in the seale of pay submitted to | 
agencies this week, as compared | 
with the original demands, was a | 
reduction in the rate on rehearsals | 
to $5 per hour, in the case of five- | 
day-a-week programs. This pro- 
vides a minimum weekly pay of 
$100 for a performer on a 15-minute | 
broadcast, the union points out, with | 

| 


an additional $50 if the program is 
rebroadcast every day. 

Earlier in the week Frank Hum- 
mert, of Blackett-Sample-Hummert, 
asserted he disapproved the scale of | 
pay recommended by the agencies’ | 
committee, as “too low,” and offered | 
to meet the union halfway in fixing | 
a fair rate. 

In a number of cases, agencies | 
have presented their own story to | 
radio performers direct, pointing out 
that the scale suggested by the 
agency committee in reply to the | 
AFRA code, was not intended to | 
lower any existing rates of pay, and | 
was to be set up purely as a min- | 
imum. | 

Compton Advertising prepared | 
for the eventually of a strike ed 
sending out a notice of cancellation | 
on all spot programs. The agency | 
frankly explained that the move was | 
simply a precaution, and programs 
would continue until further notice. | 
Cancellation notice, however, com- | 
plies with contract requirements, | 
and if a strike is called on the net- | 
works, Compton will be free to | 

| 
} 
| 
} 


withdraw programs or announce- | 
ments immediately preceding or fol- | 
lowing any 

of the strike. 


Pet Milk Joins ANA 
Pass Milk Sales Corporation, St. 
, has been elected to member- 


shi in the Association of National 
Adi ertisers. 


withdrawn by reason 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 


offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


"rough its coverage of wholesalers and re- 
“ers who sell seed and other horticultural 
“SG agricultural items to 41,000,000 farmer 
iburbanite customers. 


We wil gladly give you an analysis of this 
“dc as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Ill. 


WE'LL TAKE VANILLA 


A new cosmetic idea sees the light of 
day at the 1939 Beauticians' trade show 


in Boston. It's lipstick flavored with 

champagne, peach cordial or bitter sweet 

—or anything else milady might, want. 

Katherine Kenny, head of the company 

sponsoring the novelty, is applying the 
stick here. 


| 


P&G Largest ' 
1938 Spender in 
Three Media 


(Continued from Page 1) 


Save for some shifting of position 
and the inclusion of Campbell Soup 
Company, the 10 leaders comprise 
the same group as in 1937. Col- 
gate-Palmolive-Peet Company, in 
ninth place on the 1937 table, is in 
12th place in the current figures. 

Gains in the ranking during 1938, 
in addition to P&G, included Gen- 
eral Foods Corporation, going from 
third to second place; Lever Broth- 


ers Company, going from 10th to 
sixth place, and Campbell Soup 
Company, moving up from 14th to 
eighth place. Liggett & Myers To- 
bacco Company increased its total 
expenditures but remained in fifth 
place. 

Figures for the individual compa- 
nies are shown in the accompanying 
table. 

Leaders in the farm paper field 
comprise exactly the same group as 
last year. All, however, have differ- 
ent rankings from those given on 
1937 expenditures, save the Ameri- 
can Tobacco Company which re- 
mains in tenth place. 

International Harvester Company 
increased its budget the small sum 


MAGAZINE, RADIO AND FARM PAPER LEADERS IN 1938 


Rank Company 


Lever Brothers Co........ 


Chrysler Corp. 
Standard Brands 


SCO MHA RON 


_— 


Total 


POGOURE GH COMMONS occ ec rccacee 
General Foods Corp........... 
American Tobacco Co.......... 
General Motors Corp.........- 
Liggett & Myers Tob. Co....... 
Se ee 
Campbell Soup Co... ...cssees: 


1938 Rank 1937 

.$ 8,121,420 2 $ 6,872,913 
awe 6,802,996 3 5,739,459 
aha 4,948,232 6 4,363,955 
me ies 4,729,870 1 9,418,066 
eda 4,546,231 5 4,412,568 
one 4,342,299 10 3,816,763 
an 4,242,903 8 4,197,562 
veer 4,233,271 14 2,979,671 
es Te 3,903,968 4 4,717,479 
err 3,891,840 7 4,267,258 
eat $49,763,030 $50,785,694 


of $7 in 1938 and moved from third 
into first place. Harvester’s total 
in farm papers was $539,197. Gen- 
eral Motors trimmed its sails a bit 
and went from first to second place 
with a 1938 budget of $464,448. 

R. J. Reynolds Tobacco Company, 
ranking sixth in 1937 totals, moved 
up to third place with expenditures 
of $454,664. General Foods Corpo- 
ration, which held second place last 
year, is in fourth place in the cur- 
rent table. 

Others of the top 10, in the order 
named, with the 1937 ranking in 
parentheses are Goodyear Tire & 
Rubber Company, (8); Liggett & 
Myers Tobacco Company, (7); Ford 
Motor Company, (9); Firestone Tire 
& Rubber Company, (4); Chrysler 
Corporation, (5); and American To- 
bacco Company, (10). 


Morris Plan to Lavin 


The Morris Plan Banking Com- 
pany, Boston, has named The Lavin 
Company, Boston, to handle its ad-, 
vertising. R. W. Mickam is account 
executive. 

Edsall Resigns ot 

H. L. Edsall has resigned as sec-, 
retary and director of public rela- j; 
tions for G. S. Rogers & Co., Chi-' 
cago, processing materials. 


The only Dallas newspaper having an exclusive 


Oak Cliff edition. Separate staffs are maintained 


to serve the approximately 90,000 people of Dal- 


las’ largest suburb. Advertisers in the Dispatch- 
Journal realize the value of Oak Cliff coverage as 


an outstanding potential segment of the primary 


market of Dallas. 


THE SOUTHWEST'S 


>) 


Beate H. Ricuarpson, National Advertising Manager 


recently by unanimous vote « 


SPOT SPORTS NEWS 
SPARKLING FASHION NEWS 
SOCIETY AND YOUTH PAGES 
EDDIE BARR’S “STAGE DOOR” 


and the 


also 


IN TEXAS 


GREAT SOUTHWEST 


Only seven months of age — yet, the popularity of Dallas’ 
newest newspaper is exer: lified by its having been selected 
»§ the Dallas Automotive Trades 
Association to sponsor exclusively the 1939 Dallas Automo- 
bile Show, February 11 to 19, inclusive. 


-there must be @ REASON! 


This high appraisal by local merchants can doubtlessly be 
attributed to the fact that the Dispatch-Journal is presenting a 
newspaper that is pleasing to the people of Dallas and the 
Southwest. Its pages carry more nationally known writers and 
columnists than any other Southwestern newspaper, plus thor- 
ough local news presentation and sponsorship of worth-while 
civic and public projects. 


NEWS OF STOCKS AND MARKETS 
THE NATION'S CHOICE COMICS 
SATURDAY COLORED SECTION 
LEADING FEATURES and CARTOONS 


FASTEST GROWING NEWSPAPER 


DISPATCH JOURNA 


DALLAS 


TEXAS 


Represented Nationally by Guman, Nicowt & RuTHman 


’ 19 ee 7 = = 
—a ee eee CO 
| , 
| an OY. , 
—_—_—_=—=— i | : 
ee He | 
FR ET i NO RD ET EET EET SEE: EES SSAC _ 
RE, IS EE TLE LES A I: IE ETS ITLL RTT ICEL BE LEE I NBL ABE SE BE BOS ER IER CREED SOI ENEIOELE 8 EE | AREER SCENE EE REE ,* Phe 
SL EE A TT LT TE AS AR I oe SN ANNE SN MES RRR RRR SB ny 
| / ~ 7-~/ THE DALLAS DISPATCH-JOURNAL _ 
8 : “ 
: : 
3 | : - 
0 cS 7 | - 
0 7 
2 eg PC ) 
6 FF E ge “ 
6 : ag nit 
- F se 4 “ 5 
- = gy % 
‘ ae os : cs 
; | 4 wes | af ‘ 
Ay _ >. i 
1) \ Py pa : 
\ md\\\ 
| YR ‘ ; ; 
| ~ . | 
ee a a ' , 
ee “ : 
eC 
" _ . ————______. a ee | 
pT a : 
PS i 
ee 
_ |= ee 
| | _nieninieile | . | 
ae od : 
Fe EER DS ore RO ES TRE EL FETE RT IRR ATTN RS EIR ES ES TT TE LO: ES ESE AT 
<7ienensinneeentioeeenieEEeee, IES EB APRS AO BEA A A ES Ne ORGS ATION IEEE TIE EE ASAE RE ST ER I a RES OE MERE SIRI RR ANRC CME RS aR 


ADVERTISING AGE 


January 30, 1939 


ARE YOU 

LOOKING FOR A 
"SPOT’ PROGRAM 
IN BALTIMORE ? 


Here are 4 surefire “hit 
shows” available for 
sponsorship on WFBR 


“FU MANCHU” 
6.45 to 7 p.m., Mon., Wed., Fri. 


A thrilling transcribed show of 
the adventures of one of the most 
famous characters of current 
magazine literature. 39 thrilling 
15 minute episodes. A tremen- 
dous audience awaits this show. 
Numerous tie-ins and publicity 
devices available. Transcription 
cost $35 per program. 


“PARADE OF YOUTH” 

7.30 to 8 p.m., Tuesday 
A program of, for and by 
YOUTH. Through the coopera- 
tion of the Baltimore YMCA, 
their membership of 1500 boys 
is available as a nucleus for this 
broadcast. Brent Gunts, master 
of ceremonies, puts on a fast- 
moving, entertaining % hour 
show. Music by Joseph Imbro- 
gulio’s NBC orchestra. Talent 
cost: $100 per broadcast, includ- 
ing music. 


““SMILE-A-MINUTE”’ 
LIMERICKS 
5 minutes --day or night time 


A snappy 5 minute show based 
on a series of nonsensical lim- 
ericks—all original—with piano 
accompaniment. Climaxed by 
unfinished limerick with prizes 
for best last line. Pulled 2,026 
pieces of mail in 19 broadcasts. 
Talent cost per program $15, (5 
weekly for $50) prizes extra. 


““SONG-MAKERS” 


15 minutes, day time 

15 minute program with pianist 
and vocalist who are also well- 
known composers, actually com- 
posing original songs on the air. 
During each program, words and 
music of a song are written 
around the best title submitted by 
listeners. Prizes are given for 
best titles. Talent cost: $50 per 
broadcast, prizes extra. 


NATIONAL REPRESENTATIVES = 
EDWARD PETRY & CO, ————— 


ON THE NBC RED NETWORK 


Better Distribution 
in Food Field 


Held Essential 


U. S. Official Cites 
Need for Spread to All 


Income Groups 


Chicago, Jan. 24.—Though failing 
to touch on the two-price system 
which alarmed the grocery trade so 
much when it was_ recently 
broached, Jesse W. Tapp, president, 
Federal Surplus Commodities Cor- 
poration, told the National Ameri- 
can Wholesale Grocers’ Association 
today that distribution has been 
altogether too static, and that the 
Department of Agriculture expects 
more efficiency and adaptability 
from it. 

His discourse was devoted pri- 
marily te the need of helping the 
undernourished, this good deed 
automatically remedying some of 
the farmer’s troubles. At the same 
time, he asserted that out of ten 
families which spend enough money 
to secure a balanced diet, only from 
two to four actually select proper 
diets. The inference was that an 
extensive consumer education job 
cries for attention. 


Is Everybody's Problem 


“I have sensed a feeling of con- 
cern on the part of some groups as 
to possible steps which the govern- 
ment might take in trying to bring 
about greater consumption of food 
products by the undernourished,” 
said Mr. Tapp. “It would perhaps 
be appropriate here to say that the 
best insurance which distributing 
groups might obtain with respect to 
wise governmental action in this 
field would be positive and con- 
structive action on their part in 
finding ways of dealing with this 
problem.” 

Discussing the possibility of in- 
creasing consumption of food prod- 
ucts by low-income groups, Mr. 
Tapp said that the Department of 
Agriculture intends to see what can 
be done in a small way under the 
present farm act, and it is consid- 
ering a number of suggestions made 
by dealers, trade organizations and 
others by which constructive plans 
might be carried out through exist- 
ing trade channels. 

He said one of the most promis- 
ing possibilities lies in well-bal- 
anced luncheon programs in schools, 
particularly in low-income areas 
where malnutrition among children 
is the rule rather than the excep- 
tion. 

He also recommended “a _ syste- 
matic, permanent and widespread 
effort to make certain commodities 
available with less than the usual 
amount of intermediary service,” 
asserting that while frills have their 
place, the tendency has been to em- 
broider every product, so that the 
laborer must pay as much as the 
millionaire for his food. 


Must Reduce Costs 


“Increasing attention must be 
given to the possibility of selling 
satisfactory foods less expensively 
serviced at lower prices,” he said. 
“We must also consider the possi- 
bility of having more flexibility in 
distribution costs. On the average, 
the American farmer gets from 45 
to 50 per cent of the consumer's 
food dollar. The rest goes to trans- 


portation agencies, and 
iwholesale and retail distributors. 
iFarmers get a smaller 
‘than they got before the war. This 
\does not prove extortion; it may re- 
iflect higher wages or 
values added to the commodity in 
processsing and distribution But 
iperhaps the charges could and 
should vary more with supply con- 
ditions 

“An _ interesting 
this field is now being tried with 
this year’s record citrus. crop, 
through the voluntary cooperation 
of the handlers of the crop. Citrus 


processors 


experiment in 


HEADS CANNERS 


Walter 

Products 

was elected president of the National 
Canners Association. 


L. Graefe, 
Company, 


Pomona 
Ga., who 


president, 
Griffin, 


reduction the farmers could make 
in their prices would mean anything 
to consumers, but lower distributing 
charges may increase consumption 
materially and allow some return to 
the producer.” 

Mr. Tapp concluded with the 
statement that because costs in fac- 
tories and on farms decline when 
the volume of production increases, 
the same should be true of distri- 
bution. Since the volume of citrus 
fruit and certain vegetables is much 
greater today than in other years, 
he argued, it should be possible to 
market the increased tonnage with 
a smaller per-unit markup. 

A report that gained wide circu- 
lation at the convention was to the 
effect that Mr. Tapp has already or 
is about to resign from the govern- 
ment service to enter private busi- 
ness. 


Coming 
Conventions 


March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 

April 23-27. Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf-Astoria, New 
York. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country 
i # 

May 11-12. 
American Association of Advertis- 


Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 


proportion | 


increased | 


fruit is so plentiful that no further | 


N. Y. 
June 18-22. Annual convention, 
| Advertising Federation of America, 
| Waldorf-Astoria, New York. 

June 5-29. Annual convention, 
Pacific Advertising Clubs 
| tion, Oakland, Calif. 

June 25-29. Annual convention, 
|International Association of Display 

Men, Hotel Astor, New York 

Sept. 11-14. Annual convention 
|Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. 


Associa- 


|The Homestead, Hot Springs, Va. 
| Sept. 20-22. 
| National Industrial Advertisers As- 
sociation, New York 


Club, Rye, | 


Annual convention, | 


ing Agencies, Waldorf-Astoria, New | 


York. 

May 16. Spring meeting, Insur- , 
ance Advertising Conference, New 
York. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 

June 12-17. Annual convention, 


| 
Annual convention, | 


| Association of National Advertisers, 


Annual conference, | 


Canners’ Slogan 
Aims at Increase 


in Consumption 


Modest Per Capita Rise 
Would Tax Industry's 
Capacity 


Chicago, Jan. 24.—Spontaneous 
birth of a new slogan, “A can a day 
will do it,” occupied the limelight 
this week as the National Canners 
Association and numerous other 
food organizations held their an- 
nual conventions here. The Can- 
ning Machinery & Supplies Asso- 
ciation, creator of the slogan, 
distributed buttons carrying it to 
all members of the industry, with 
the explanation that if every family 
in the United States were to con- 
sume one can of food daily, annual 
consumption would amount to 173 
million cases—considerably more 
than the industry’s present capacity, 
which is considered far too large 
for existing demands. 

While the buttons became pop- 
ular immediately, neither the ma- 
chinery association nor anyone else 
delved into the details of specific 
action to translate the underlying 
thought into action. 

H. Thomas Austern, of the Na- 
tional Canners Association’s coun- 
sel, made the feature address at 
the opening session, advising the 
members to hold down their stocks 
of labels pending clarification of 
the new food and drug law. He 
said, however, that the Department 
of Agriculture had demonstrated a 
svirit of cooneration and that it 
would undoubtedly allow canners 
to use a reasonable supply of hold- 
over labels. 


Ideas in One Word 
Mr. Austern’s address was de- 
voted in large part to a discussion 
of new catchwords which have ap- 


peared in the press recently and 
|have met favor, he said, because 


had t 


a 
— 


| they meet modern exigencies by 
| presenting a series of ideas in one 
word. Expressing surprise that fey 
advertising writers have adopteq 
this new phraseology, Mr. Austern 
listed a few of these additions to 
the popular vocabulary: “Purge. 
Tories, witch-hunt, economic roy- 
alist, appeasement,” and others. 

Mr. Austern took the view that 
a new era of cooperation between 
government and business is at hand. 
The majority of business men, he 
said, now believe that the work of 
the Temporary National Economic 
Committee will turn out to be a 
blessing by emphasizing the con- 
tributions of business to the devel- 
opment of this country. 

While pressure continues from 
Washington for simplification of 
can sizes, he said that this work 
has been undertaken by the Na- 
tional Canners Association itself, 
which will shortly make some spe- 
cific recommendations. 


More Facts Needed 


J. Harry Covington chided the 
canners for their failure, in com- 
mon with all business, to have 
enough facts at hand to controvert 
some of the peculiar theories which 
have gained currency recently. Had 
the canning industry possessed the 
knowledge it should have had, for 
instance, it would have been able 
to tell the government several 
years ago that its efforts to aid the 
farmer were doomed to failure be- 
cause they were economically un- 
sound, according to Judge Coving- 
ton. 

The annual report of Secretary 
Frank FE. Gorrell, circulated in 
printed form, indicated that the 
NCA will continue to use descrip- 
tive labeling in spite of complica- 
tions brought about by the new 
food and drug act. 


Hormel Products Under 
Mass. Unfair Sales Act 


George A. Hormel & Co. has filed 
two of its products under the Mas- 
sachusetts Unfair Sales Act, John 
Higgins, New England Division sales 
manager, has announced. 

The two products are Spam and 
|Hormel’s spiced ham. 


says Warren Erwin... 
Portland’s Music Crusader 


“Nine years ago we felt we 


he right ‘hunch’ for Collins 


& Erwin to sell more pianos when we started using 


increasing sales in a lin 


KGW. Now we KNOW we were right! Our steadily 


e that is competitive and 


spotty, plus the fact that we have just renewed our 


contract exclusively with 
consecutive year, is the 


KGW-KExX for the ninth 


best evidence we know 


that your stations get results. Thank you, again for 


the splendid cooperation 


“” 


of your entire personnel 
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ea -_ 


EWSPAPERS | 


These Newspapers Used 
Advertising Age During 1938 


Akron Beacon Journal 

Associated Weekly 

Baltimore News-Post and Sunday 
American 

Boston Globe 

Bronx Home News 

Buffalo Evening News 

Cedar Rapids Gazette 

Chicago Evening American 

Chicago Daily News 

Chicago Herald and Examiner 

Chicago Journal of Commerce 

Chicago Tribune 

Christian Science Monitor 

Cincinnati Times-Star 

Comic Section Adv. Corp. 

Daily Newspaper League of Illinois 

Dallas News and Journal 

Des Moines Register and Tribune 

Detroit News 

First 3 Markets Group 

Florida Times-Union 

Fresno Bee 

Gravure Service 

Hartford Courant 

Houston Chronicle 

Indianapolis News 

lowa Daily Press Assn. 

Janesville Gazette 

Los Angeles Examiner 

Los Angeles Herald and Express 

Los Angeles Times 

Macon Telegraph and News 

Metropolitan Weekly 

Minnesota Media 

Modesto Bee 

Moline Dispatch 

Nashville Banner 

Nashville Tennessean 

Nassau Review-Star 

New York Journal-American 

New York Mirror 

New York Sun 

New York Times 

Norfolk Newspapers 

Daily Oklahoman and Times 

Omaha World-Herald 

Philadelphia Inquirer 

Phoenix Republic and Gazette 

Portland Journal 

Portland Oregonian 

Providence Journal-Bulletin 

Rock Island Argus 

Sacramento Bee 

Salt Lake Tribune and Telegram 

San Antonio Express and Evening 
News 

San Francisco Call-Bulletin 

San Francisco Examiner 

Scranton Times 

Scripps-Howard Newspapers 

Seattle Times 

Shreveport Times 

Southern Newspapers 

Spokane Spokesman-Review and 
Daily Chronicle 

Tabloid Newspaper Adv. Service 

Toronto Telegram 

Troy Record and Times Record 

Wall Street Journal 

Washington Post 


= 


Reach Buyers Through 


The NATIONAL NEWSPAPER 
OF ADVERTISING ----- 


During 1938 Advertising Age carried more newspaper 
accounts and more lines of newspaper advertising than any other 
general advertising publication. 


Newspapers from coast to coast, and in every corner of 
the country—in big cities and small—used the pages of Advertising 
Age to carry their promotional messages in direct, hard-hitting style 
to buyers of newspaper space. 

During that year newspaper promotion men used 244,461 
lines of advertising space in Advertising Age — more than in any 
other publication, and over 40 per cent of the 608,303-line total 
carried by all six general advertising papers. 

The reasons are not hard to find. Of course newspapers 
feel “right at home” in the National Newspaper of Advertising, with 
its newspaper style and newspaper format; but space is bought for 
business, and not for sentimental reasons, and these newspapers 
tell their stories to the advertising world through the pages of 
Advertising Age because they have proven to their own satisfaction 
that Advertising Age is the one advertising paper that gets and holds 
reader interest and actually produces results. 

Whatever your medium or service, if you have something 
worth while to sell to national advertisers and their agencies, 
Advertising Age can help you sell it, efficiently and economically. 


Apvertising AGE 


THE NATIONAL NEWSPAPER OF ADVERTISING 
CHICAGO NEW YORK ATLANTA LOSANGELES SAN FRANCISCO 
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P. E. Ward, Head 
of Agricultural 
Publishers, Dead 


Philadelphia, Jan. 24.— Perley 
Erik Ward, vice-president and 
circulation manager of the Farm 


1918 he also was assistant treasurer 
to Good Housekeeping Company, 
Springfield, Mass. 

In 1919 he went to New York as 
assistant to the president of the 
F. M. Lupton Company publications. 
Since 1920 he has been with the 
Farm Journal and from 1927 to 1935 
was its president. He was a mem- 


ee, 


Index of Retail Activity in 80 Important 
Markets 


Based on total retail advertising volume in all newspapers in each city. 


ae 


Journal, died ber of the Penn Athletic Club, The (Copyright, 1939, by Advertising Publications, Inc.) 
suddenly of a Poor Richard Club and the Union 
heart attack League Club of Chicago. ee, 
Sunday night, —_ 
laa «i MEEHAN TAKEN | ae 
s 
car. He was 58. New York, Jan. 24.—Thomas P. +20 RETAIL ACTIVITY 
P Meehan, vice-president and Eastern in MAJOR MARKETS 
Mr. Ward’s car . +15 
stopped on representative for Porter-Langtry Compared with Last Year 
W ach ineten Company, Chicago, publisher of +10 eee 
» P ° P ¥ Total v 0 
Lane, Wyncote, Buildings and Building Manage 4 wisi — On 6 
Se. because of ment, and National Real Estate +5 
* c . P a. P a 
sacter trouble Journal, died at his home in subur- caee 
A mechanic was | ban New Rochelle last week. He YEAR —— ‘ 
tinkering with P. E. Ward was 47 years old. The widow and - 5 —4 
the engine when he was stricken. | ®ve" Children survive. 
His wife, the former Susanna Lewis — - 10 
Knight, of Chicago, was with him.| NATHANIEL FOOTE PASSES 0 
Headed Agricultural Publishers New York, Jan. 24.—Nathaniel 
Mr. Ward was for the past three Frederick Foote, Boston advertising 7 14 2 ; 4 il 18 25 TT 18 25 1 
i icul 1 representative for Forum and Cen- . ~ 7 ~v , —- 3 — 
years president of the Agricultura sare. eth tee Chetan Maret. diet JANUARY FEBRUARY MARCH APRIL 
Publishers Association. Born in|. adhe OSes Seaver, Cle 
Chicago, Oct. 4, 1880, he began his in a hotel here last week while on 
— oy ‘ £14 wi h a holiday trip. He was 65 years old. “% Gain % Gain 
magazine work at the age o with 3-Week 3-Week 3-Week or Loss. or Loss 
Construction News. Three years = Period Period Pericd 1939 1939 Week Week % Gain 
ares Ag d wa VERHILL Ended Ended Ended over over Ended Ended or 
od ne poor oe serge “ s HA ; PUBLISHER DIES City Jan. 23,1937 Jan. 22,1938 Jan. 21, 1939 1937 1938 Jan. 22,1938 Jan. 21,1939 Loss 
with that publication until 1900. in| Haverhill, Mass., Jan. 24.—Robert | 7 Tao t ha 785 95,700 —35.6 2.2 231,704 184,289 —-207 
he beg: P associat ith . . Pe are 769,914 653,785 495,70 5. 24.2 231,7 84,289 0.5 
1900 he began an association With | 1, Wright, 58, publisher of the| Altoona, Pa. ......... 334,669 267,561 268,541 =—$9.8 +0.4 85,568 86,800 +1.4 
Orange Judd Company and the yayerhill Evening Gazette since| Atlanta, Ga. ......... 652,358 752,458 805,084 +23.4 +7.0 236,054 260,932 +10.5 
Phelps Publishing Company which | i999 died at hie home here lest Baltimore, Md. ....... 1,173,469 1,110,891 1,021,185 —12.9 —8g.1 356,061 318,471 —10.6 
lasted until 1918 From 1913 to 7 ’ e —_ Birmingham, Ala. .... 569,814 600,600 576,506 +1.2 —4.0 193,788 186,382 —3.8 
: week. He was past president of|Goston, Mass... 1,164,440 1,155,621 1,128,306 oid ad 322,166 356,284 +106 
<= = = the New England Publishers Asso-| Bridgeport, Conn. 507,72 484,988 503,720 yt +3.9 165,900 168,140 9s 
ciation. Bufialo. N.Y. .......: 822,780 $82,224 710,738 —13.6 —19.4 282,604 240,730 —14.8 
“= Camden, N. J. . 240,770 172,289 187,427 —=$3,3 +8.8 58,042 55,560 —4,3 
Cedar Rapids, Ia. .... 225,904 229,824 233,282 +3.3 + 1.5 77,056 75,992 —1.4 
HASTINGS TAKEN | Charleston, W. Va. ... 496,342 516,762 502,719 1.3 27 174,566 166,054. —49 
= 4% Seavs _ acc ‘ 9 |; Chattanooga, Tenn. 311,138 299,500 361,061 +16.0 + 20.6 90,705 111,501 + 22.9 
: 4 Swampscott, Mass., Jan. 24.—| Chicago, Il. ......0., 1,643,117 1,579,031 1,434,103 {8.7 —<—§39 489,265 464,541 —65.1 
~~ Abner H. Hastings, 44, director of | Cincinnati, 0. ........ 829,711 818,753 798,212 —3.8 —2.5 246,773 254,120 +2.9 
Th ae | cestings & Sons Publishing Com- Cleveland, O. ........ 1,071,971 1,112,518 906,809 —15.4 ~18.5 337,494 303,996 —9.9 
|pany, publisher of the Lynn Item,|Columbus, O. ........ 742,173 683,129 718,182 —3.2 +5. 239,209 246,518 +3.1 
520 NORTH MICHIGAN AVENUE - DELAWARE 4855 died at his home here last week. | Dallas, Tex. ........... 1,026,946 1,079,124 1,091,658 +6.3 +1.2 347,312 353,184 +1.7 
| Davenport, Ia. ....... 408,218 449,816 401,484 —1.7 —10.8 143,416 127,134 —11.4 
- ———— rem Dayton, O. ........... 737,156 719,558 663,162 —10.0 —7.8 233,534 208,418 —10.8 
“POST” EDITOR DEAD Denver, Colo. ........ 477,545 464,277 510,659 +6.9 +10.0 153,524 141,242 —8.0 
a % 1 ; i Des Moines, Ia....... 317,632 331,724 392,702 +23.6 +18.4 105,184 103,760 —t1.4 
ell te HO | a Ls Philadelphia, Jan. 24.—Merritt| petroit, Mich. ....... 1,142,019 1,038,301 988,732 —13.4 ~4.8 343,808 337,948 —=i,? 
Hulburd, associate editor of The| 1 Paso, Tex. ........ 514,23 538,009 489,524 1.8 ~9.0 178,517 170,282 —4.6 
with Saturday Evening Post, died of heart | Erie, Pa. ............--. 399,930 450,278 410,298 2.6 8.9 153,604 146,868 —8.3 
THE HOTEL MONTHLY disease in Palm Beach, Fla.. Sunday | ttEvansville, Ind. .... 599,872 are ee wale ee eee ‘ia 
: 4 « cs ’ a., J: - ~ 
ee seinen aan : .| Fall River, Mass. .... 157,781 151,941 151,074 —4.3 ~0.6 49,106 49,916 +1.6 
He was 35 years of age. Six months | pint, Mich. .......... 375,928 410,956 448,636 419.3 9.2 137,228 144,206 +5.1 
Iamber ABC and ABP ago he relinquished his duties with | rort Wayne, Ind. .... 558,502 544,950 530,397 5.0 8.7 170,814 159,642 —6.6 
Published by JOHN WILLY, Inc. CHICAGO the Post because of ill health. a ae 415,154 302,130 270,631 -34.8 10.4 96,969 86,544 —10.8 
ee manent Grand Rapids, Mich. 527,940 439,726 454,904 -13.8 +-3.5 136,878 132,986 —2.9 
Greenville, 8. C. ..... 324,673 285,516 279,255 —14.0 —2.2 94,514 91,378 —=$.3 
Houston, Tex. ....... 734,524 776,412 764,796 +4.1 —1.5 243,222 221,666 G9 
Indianapolis, Ind. .... 895,230 919,714 820,988 —8.3 —10.7 271,404 258,790 —4,7 
Jacksonville, Fla. .... 471,828 404,791 431,578 —8.5 + 6.6 136,850 145,740 + 6.5 
Jersey City, N. J. .... 105,295 105,522 87,661 16.8 ~16.9 34,456 32,020 —7.1 
Kansas City, Kans. 121,884 145,509 145,208 +19.1 -0.2 37,492 37,072 —1,1 
LISTEN WELL , NUMBER ON E Knoxville, Tenn. ...... $33,594 449,750 462,796 +-6.7 +2.9 148,708 145,012 —3.5 
/ Little Rock, Ark. ..... 456,158 445,816 417,088 —8.6 —6.5 161,602 141,792 —12.3 
Los Angeles, Cal. ..... 1,303,534 1,297,738 1,361,089 +4.4 +4.9 393,989 443,813 +12.6 
SON ‘ IGNORANCE 1S CURED Louisville, Ky. ........ 717,371 755,646 698,227 —2.7 —7.6 236,572 225,914 —4.5 
Ca, DEMME, cc sccscsers 191,848 440,244 421,148 —14.4 —4.3 150,402 143,276 —4.7 
BY STUDY. NOT NECESSARY Manchester, N. H. ..... 180,532 198,520 185,838 +29 —64 59,960 59,494 —0.8 
Memphis, Tenn. ....... 590,788 582,078 536,592 —9.2 —7.8 180,418 169,022 —6.3 
Milwaukee, Wis. ...... 870,792 846,736 804,327 —7.6 —5.0 260,989 243,416 —6.7 
FOR THIRD DEGREE TO LEARN Minneapolis, Minn. .... 826,037 756,873 763,952 —7.5 +0.9 247,785 259,906 +4.9 
Moline-Rock Island 398,342 412,650 393,848 —1.1 —4.6 136,780 125,230 —8.5 
WHAT PH | LADELPHI A MER- New Bedford, Mass. ... 177,576 179,270 162,554 —8.5 —9.3 55,706 52,458 —5.8 
New Haven, Conn. 476,392 477,120 485,226 +1.9 +1.7 148,414 159,908 +7.7 
New Orleans, La. ..... 1,068,510 968,593 1,013,436 —§.2 +4.6 285,303 324,352 +13.7 
CH ANT OF DE PA RTME NT tNew York, N. Y. ..... 3,609,324 3,386,701 3,143,626 —12.9 —7.2 1,049,257 1,047,956 —§,1 
tBrooklyn, N. ¥....... 403,341 261,879 229,429 —3.1 —12.4 87,844 70,829 —19.4 
SS aaa 483,826 479,388 496,860 2.7 + 3.6 175,728 160,902 —8.4 
STORE THINK. HO NORABLE Oakland, Cal. ......-- 360,520 390,810 390,577 +83 —0.1 123,243 132,578 +7.6 
Oklahoma City, Okla... 550,410 578,942 555,198 +0.9 —4.1 175,938 180,936 +2.8 
ER PEN MOR D Pr BE, ssceeed snes 548,607 566,009 557,508 +1.6 —2.5 183,788 168,539 —88,.3 
OWN S D E OLLARS Philadelphia, Pa. ..... 1,587,193 1,524,556 1,465,827 —1.7 on. 488,942 474,095 —3.0 
Phoenix, Ariz. 350,028 446,698 384,328 +9.8 —13.9 157,066 134,232 —14.5 
IN INQUIRER BECAUSE OF Pittsburgh, Pa. ...... 1,261,260 1,139,782 1,017,590 —19.38 16.7 357,938 352,198 —1.6 
‘{Portland, Ore. ..... 650,243 500,752 625,772 —3.8 +24.9 86,926 208,264 +139.6 
Reading, Pa. ......... 515,186 476,280 497,392 —3.5 +4.4 166,852 176,708 +5.9 
MOST HAPPY RESULTS Richmond, Va. .....>. 619,570 626,178 619,934 F0i1 —1.0 199,780 207,326 +38 
§Rochester, N. Y. .... 936,734 782,034 772,580 —17.5 —1,3 241,244 257,661 +6.8 
Sacramento, Cal. ..... 439,964 404,040 424,116 —3.6 + 4.9 126,588 134,932 + 6.6 
e San Antonio, Tex. .... 326,431 327,198 359,864 +10.2 +9.9 97,714 108,711 +11.3 
San Diego, Cal. ...... $29,262 736,022 734,314 —11.5 —0.2 223,132 226,296 +1.4 
San Francisco, Cal. 780,314 $35,113 853,584 +9.4 2.2 264,008 282,354 +6.9 
Seattle, Wash. ....... 511,084 440,594 557,284 +9.0 +26.5 133,532 184,450 +381 
**South Bend, Ind. 485,052 411,519 309,839 —~$6.1 —=%4,7 126,305 101,733 —19.5 
Spokane, Wash. ...... $92,322 418,740 362,250 —7.7 =—13.5 150,192 118,104 —21.4 
is RA PO. 2 ka cece 976,885 900,210 883,960 —9.5 —1.8 298,125 303,905 +1.9 
St. Paul, MINN. ..cces 622,744 669,114 573,686 —7.9 —14.3 176,848 176,793 cove 
Syracuse, N. Y. ...... 569,340 507,622 547,085 —3.9 +-7.8 158,718 183,778 +-15.8 
*Tacoma, Wash. ..... 333,970 299,614 306,726 8.2 +2.4 93,212 100,394 +7.7 
hs Ws 068400000 313,576 305,130 318,598 +1.6 + 4.4 106,442 114,142 +7.2 
Toronto, Ont., Can. 1,119,740 967,807 870,714 —22.2 -10.0 348,673 330,708 —5.2 
-. S & Serres 193,242 167,468 188.006 2.7 +12.3 57,008 55,804 —2.1 
ee Se svtavacen 454,062 491,106 458,346 +0.9 —6.7 164,150 157,682 —3.9 
Washington, D. C. 1,902,984 1,740,714 1,886,003 —0.9 +8.3 576,911 771,339  +33.7 
Worcester, Mass. .... 578,382 652,154 517,894 —10.5 20.6 181,642 174,527 —3.9 
Youngstown, O. ...... 435,275 394,467 354,760 —18.5 ~10.1 133,203 112,994 —15.2 
MOOG icccneevceess 52,401,058 50,517,863 48,954,693 -6.6 —$.1 16,032,364 16,127,569 +0.7 
{Akron Times-Press discontinued Aug. 28, 1938 
tNew York American discontinued June 24, 1937 
tBrooklyn Times-Union discontinued June 8, 1937 
, e . o. §Journal and Sunday American discontinued June &, 1% 
You don't have to be detective ... *Daily Ledger discontinued June 23, 1937. 
. **News-Times discontinued Dec. 28, 1938. 
7 ’ 
lo know that IN Ol IR ER is Phila- ttFigures for current week not received. All figures deducted fror Is 


delphia’s Greatest SELLING Medium 


CIRCULATION: Daily, 


341,994. 


Sunday, 


1,035,893 


£91938 week's total includes three days only 


“Baby Talk” Moves 
Baby Talk, New York, has moved 
to 424 Madison avenue. 


| Phone number is Plaza 5-8388 


The tele- 
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The rates for this department are as follows: 


“ Wanted,” “Positions Wanted,” 
eo Available,” 30 cents a line, minimum charge $1. 


eash with order, 


“Representatives Wanted,” ana 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. 


$4.75 per inch. 
insé rtions. 


Write for descriptive folder describing discounts for term 


POSITIONS WANTED 


POSITIONS WANTED 


~justrial Advertising Executive, 34, 
sealable to agency or manufacturer. 
Engineering degree. 11 yrs. in adver- 
ising. Offers proven capacity for 
modern, effective layouts and hard- 
hitting copy, Plus wide experience in 
editorial and publicity work, For past 
, yrs. asst. adv. mgr. for leading 
heavy machinery firm. 

(ays 640, ADVERTISING AGE, Chgo. 
Copy writer must have better job. 
One that will give him more work to 
do... more money to spend. He is 
capable of the former—in need of the 
atter. 

i T6329, ADVERTISING AGE, Chgo. 


Sensoned copy-contact man, acct, exec., 
and business getter, wide exp., clean, 
suecessful record, highest refs., seeks 
desirable agency connection, Any reas. 
figure. 

Rox 1635, ADVERTISING AGE, Chgo. 
CAN YOU USE THIS EXPERIENCE? 
A thorough understanding of adver- 
tising budget control; gained through 
experience with a large number and 
variety of national advertising ac- 
counts. 

An up-to-the-minute knowledge of all 
types of media; kept fresh and accur- 
ate as Media Director for large and 
well known agency. 

A sound understanding of mechanical 
production; based on experience as 
Production Manager of nationally 
known Advertising Agency. 

An appreciation of good copy and art 
through contact with the best that 
i.dvertising has produced through the 
vears. 

This experience gained through many 
years of active agency service is 
ivailable to you at a figure that is not 


prohibitive. Ready references are 
ivailable to the manufacturer who 
would like to have this experience be- 


hind his sales and promotional efforts. 
Box 1641, ADVERTISING AGE, Chgo. 


COPY WRITER—with 14 years exper- 
ience in newspaper and advertising 
work, wants agency connection. Can 
roduce effective ideas and copy. An 
interview will determine if he is the 
man you want. 

Box 1619, ADVERTISING AGE, Chgo. 


Merchandising—publicity 
Woman experienced in promoting 
foods, house furnishings, building 
materials via radio, periodicals and 

turing wants connection with ad- 
ertising agency or manufacturer's 
dvertising department. 
Box 1620, ADVERTISING AGE, Chgo. 


ignoring the art of aesthetic writing 
for the moment—the facts are—this 
copy writer needs a better job. 

Box 1636, ADVERTISING AGE, Chgo. 


PUBLICATIONS 


Mail order trade’s leading monthly. 
Established 1920. Sample copy and 
rate card free to advertisers and 
agencies upon request. 

Mail Order Selling, Chicago 


REPRESENTATIVES WANTED 


nepresentative Wanted: Established 
business paper in packaging field de- 
sires representation by experienced 
advertising space salesman in states 
of Indiana, Ohio and Michigan. State 
age, qualifications, basis of remunera- 
tion and number of magazines now 
handling in first letter. 

Box 1638, ADVERTISING AGE, Chgo. 


We have an opening in our New York 
office for a young, aggressive sales- 
man; straight salary, $50 per week to 
start with good prospects for advance- 
ment to the right man. Interview by 
appointment only. Allied Distribution, 
Inec., 11 W. 42nd St., New York City. 


BUSINESS OPPORTUNITIES 
ADVERTISING MANAGE R— New 
monthly of unlimited possibilities of- 
fers attractive connection to experi- 
enced, aggressive publication special- 
ist able to invest $4,000 in debt-free 
corporation. 

Box 1637, ADVERTISING AGE, N. Y. 


REPRESENTATIVE AVAILABLE 
AGENCIES, ADVERTISERS REQUIR- 
ING intelligent international publicity 
representation and distribution write 
or wire, ANGLOPRESS, 872 Lorimer, 
Brooklyn, N. Y. 


MISCELLANEOUS 


EXTREMELY LOW COST 
process reproduces “direct from your 
copy” without necessity of costly 
typesetting and cuts. 

Perfect for all sorts of illustrated ad- 
vertising material, bulletins, broad- 
sides, testimonials, charts, diagrams, 
etc., etc. 

Short runs no penalty. 

Any size can be furnished. 

500 COPIES (8%”x11"”) $2.63 
Additional hundred copies only 22c 
Quantity buyers allowed discount. 

Send for free informative book. 


Laurel Process, 480 Canal St., N. Y. C. 


A trained salesman will call in New 
York City and Metropolitan Area. Just 
phone WAlker 5-0526. No obligation. 


Muldoon Joins Collier 


Collier Service Corporation, New 
York, has appointed James M. Mul- 
doon, formerly sales promotion and 
advertising director of the New 
York Law Journal, to its executive 
sales staff, covering bus and transit 
advertising to the New York 
World’s Fair. 


Metis Rubber Cmont 
An Asset to the Graphic Arts 
Professions-Nationally Used 
3 Grades - Light-Medium and 
Heavy-}2 Per Gal Post Paid' 

} SS RUBBER CEMENT ¢€ 

} 4835 NO HALSTED ST. 

| CAGO, ILL. 


Metten Named Head of 
Del-Mar-Va Press Group 


W. Murray Metten, of the News- 
Journal Company, Wilmington, Del., 
was elected president of Del-Mar- 
Va Press Association and Leo M. 
Moore, of Havre de Grace Ledger, 
was named president of Maryland 
Press Association at the annual 
meetings Jan. 21 in Annapolis. 

Other Del-Mar-Va officers are 
Max Chambers, News, Preston, Md., 
vice-president, and A. O. H. Grier, 
Wilmington Journal,  secretary- 
treasurer. Other Maryland Press 
officers include G. A. McDaniel, 
Federalsburg Times, vice-president, 
and S. E. Shannahan, Easton Star- 
Democrat, secretary-treasurer. 


Advertising Men's Florida Headquarters 


oe —— 


DANIA 


ai es 


BEACH HOTEL 


DANIA, FLORIDA 


19 MILES NORTH 
OF 
MIAMI 


ONLY 
A. A. A. HOTEL 
IN DANIA 


ON 
U. S. No. 1 
HIGHWAY 


SITUATED IN A 3 ACRE PARK of TROPICA 


@LaA 
AAA eLow TES ALWAY 
REAR BEACHES 
FOR BOOKLETS AND RATES e EXCELLENT CUISINE 
25 MINUTES FROM MIAMI BEACH 


Snes 


Canadian Linage 
Declined 17.6% 
During 1938 


Chicago, Jan. 26—Linage in 
eight general Canadian magazines 
tetaled 2,030,863 during 1938, ac- 
cording to figures received today by 
ADVERTISING AGE. This is 17.6 per 
cent less than the 2,464,326 lines re- 
ported by the same magazines for 
1937. 
Monthlies and semi-monthlies in 
this group, reporting January lin- 
age, experienced an improved trend 
although still showing a decline of 
9.5 per cent from 1938 figures. The 
total this month was 66,218 as com- 
pared with 73,133 last year. 
The January linage of the two 
monthly farm papers reporting was 
16,081, a 29.7 decline from the 1938 
total of 22,887. Among those report- 
ing the yearly totals, however, the 
Free Press Prairie Farmer, a weekly, 
showed a substantial gain. This 
publication reported 463,447 lines 
for 1938 as compared with 449,268 
in 1937. The yearly linage total for 
farm papers was 1,929,582, a decline 
of 1.7 per cent from the 1,963,569 
lines in 1937. 

Figures and page totals for the 
individual magazines are shown in 
the accompanying table. 


‘CANADIAN 


MAGAZINE ADVERTISING LINAGE 


———-Yearly Totals————,,_ -— 


January ————_, 


—1938——__. ——_1987-__, 


1939, ——1938-——. 


Pages Lines Pages Lines Pages Lines Pages Lines 

Canadian Home Journal ..... 419.2 293,43 519.5 363,645 12.7 8,881 17.7 12,368 
Canadian Homes & Gardens.. 390.3 262,300 431.0 289,629 vr -— * . sBke 
*Canadian Magazine 185.9 107,720 205.5 143,819 8.8 3.771 6.7 4,686 
CD. scadecavene 6450 370.9 259,661 473.6 331,498 8.9 6,224 13.2 9,263 
DO <cttedktisbnncetveenac 281.8 120,993 456.7 195,908 17.9 ta7,698 34.1 414,625 
tMaclean’s Magazine 496.5 347,542 579.6 405,706 18.8 13,149 20.3 14,213 
DE: icdes avisedenisesooas 648.2 435,611 690.1 463,724 39.9 26,780 32.8 22,0156 
National Home Monthly..... 290.9 203,603 386.3 270,397 10.6 7.413 16.1 10,588 
TOG TD acxeusebetubes. weed 2,030,863 .... 2,464,326 66,218 73,133 


Commercial Display in Canadian Farm Papers 


oo 


Yearly Totals——-—,_, -—— 


January 


o——1938———, -—-1937 __, 


Pages 


Eastern Edition 7 
Western Edition ........ 498.8 399,0 
The Farmer's Magazine ‘ 9 
7Free Press Prairie Farmer... 421.3 463, 


4 
tWestern Producer .....ccees 163.2 186,0 
Total COED cee cisossssses -oe- 1,929,6 


*Page size now 429 instead of 700. 


Lines 


c—1939-—, ——1938-—,~-, 


Pages Lines Pages Lines Pages Lines 
236.2 170,089 10.2 7,326 17.0 12,261 

82 694.5 555,587 25.6 20.518 30.6 a24,475 
78 6506.2 404,964 12.9 10,305 22.4 a17,957 
14 281.9 197,349 12.5 8.755 15.2 10,626 
47 408.4 449,268 21.7 23,920 25.3 27,867 
83 163.4 186,322 13.4 16,268 10.7 12,193 
. 1,963,569 16,081 22,887 


tWeekly—December, 1938 and 1937 linage shown, not included in total. 


tSemi-monthly—both issues included. 
aFive issues. 
bJan.-Feb. issues combined. 


Compton Gets Utica Ale 


West End Brewing Company, 
Utica, has appointed Compton Ad- 
vertising, New York, to handle 
advertising of Utica Club beer and 
ale, and soft drinks. Ray Weber, 
formerly merchandising and adver- 
tising director of the Schlitz Brew- 
ing Company, Milwaukee, has joined 
West End as general sales manager. 


Stamp Club on Air 


Bob Gale’s Stamp Club, through 
Mackay-Spaulding Company, New 
York, is using radio to introduce 
movie stamps, published under ar- 
rangement with leadi film pro- 
ducers and distributed‘@fjrough the- 
aters. Stamps are issué@@in sets of 
eight weekly, each stamp represent- 
ing a current production. 


light 


hese Kids Are Actually 


njoying lhemselves... 


In a Hospital 


Heliotherapy (light treatment) is an- 
other type of curative treatment used in 
hospitals. Frequently, as in the case of 
the English hospital whose heliotherapy 
room is shown here (the illustration 
was used in January HOSPITAL MAN- 
AGEMENT in connection with a de- 
scription of an English hospital insur- 
ance plan), children are the principal 
users of this type of treatment. 

The provision of heliotherapy nat- 
urally requires special equipment and 
highly-trained personnel. 
tion, it adds to the enormous require- 
ments of hospitals for ordinary things 
that you and I use—for buildings, heat, 
and power, foodstuffs, record- 
keeping equipment, housekeeping and 
maintenance supplies and materials. 


But in addi- 


hospital 


understand. 


Hospital Management 
The National Magazine of Hospital Administration 


100 E. Ohio St., Chicago - 


Pacific Coast representatives: Don Harway & Co., Los Angeles and San Francisco 


Iron lungs—x-ray treatment equip- 
ment—swimming pools for paralysis 
victims—huge magnets for extracting 
metal splinters—these and the scores of 
other sensational developments which 
hospitals have installed in recent years, 
all mean more dollars spent by hos- 
pitals, not only for equipment and sup- 
plies of this highly specialized character, 
but for building and maintenance, for 
food, for linens and laundry, and all of 
the hundreds of items which hospitals 
buy in vast quantity each year. 

And, of course, if you want to sell this 
constantly growing market, the best and 
most economical method is to talk to 
administrators 
pages of HOSPITAL MANAGEMENT, 
the business paper which they read and 


330 W. 42nd St., New York 
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eo Budeot Money 
for Advertising 
Only, Duffy Urges 


New York, Jan. 26.— The co- 
operative advertising budget set up 
by a national manufacturer should 
be used for just that purpose and 
not to “buy” distribution, declares 
Ben Duffy, vice-president in charge 
of marketing and plans, Batten, 
Barton, Durstine & Osborn, in “Ad- 
vertising Media and Markets,” pub- 
lished today by Prentice-Hall, Inc. 

The chapter on cooperative ad- 
vertising is but one of many de- 
voted to nearly all phases of adver- 
tising preparation and media selec- 


tion. His comments on cooperative 
advertising are timely, however, 
because of the many campaigns re- 
cently launched by national adver- 
tisers which make provision for 
such effort. 

Automotive manufacturers, says 
Mr. Duffy, were pioneers in the use 
of cooperative copy and _ today 
spend more money for it than all 
other appliance manufacturers put 
together. While the amount of con- 
trol exercised over dealer copy 
varies, the current trend is toward 
increased supervision. 

The automotive manufacturers, 
Mr. Duffy remarks, usually require 
dealer participation and retain ab- 
solute control over dealer copy. 

“Cooperative advertising,’ Mr. 
Duffy asserts, “if properly con- 


trolled has much merit—uncon- 
trolled it is apt to result in wasteful, 
inefficient and ineffective advertis- 
ing. Money should be spent to buy 
advertising rather than distribu- 
tion.” 


Complexity Hinders Use 


in the complexities confronting the 
use of cooperative copy would re- 


technique, he predicted, pointing 
out several adverse effects of dealer 
allowances. 

“At the end of a contract year,” 
he remarks, “one large New York 
newspaper rebated a New York re- 
tailer approximately $60,000. The 
major part of this rebate undoubt- 


edly belonged to national advertis- 


| items. 


More uniformity and a reduction | 


sult in a greatly increased use of the | 


—a 


‘ers, but here is what happened. | ceives a handsome rebate. The 


“The retail store and its branches | national advertiser, who has paig . 


throughout the city do a large vol-| 
ume of business on trademarked 
Manufacturers consider this 
store a key outlet. Since large vol- 
ume outlets are important to the 
successful selling of a product in 
metropolitan areas, it is often ne- 
cessary to ‘buy’ distribution through 
advertising allowances.” 

As an example of what may fol- 
low, Mr. Duffy commented upon the 
retailer’s (not the store referred 
to) practice of purchasing a great 
volume of such local advertising at 
a fairly high contract rate. Be- 
cause the volume for the year 
greatly exceeds the linage upon 
which the original contract was 
based, the retailer eventually re- 


I a a 


DAILY NATIONAL LINAGE 


-JOURNAL— 1,673,612 Lines" 


WHAT'S A 
SURE THING 


ht ¢ gee , 


MEW YORK - 
FRANCISCO - 


RETAILERS don’t take any long chances in buying their 
newspaper space. They must cash in regularly. Their 
totalizator is the cash register and it tells the story right 
now. If they’re not in a winning newspaper, all future 
bets are off. 

In Portland, Oregon, they lay it on the line on the 
Jcurnal. Check the 1938 linage figures on the left from 
Media Records and you'll see by what overwhelming odds 
the Journal is their favorite in this concentrated market. 

You'll notice also that most national advertisers have 
followed their lead. They've found it is good business 


to back their retailers in the same paper these men believe 
in and use. 


THE JOURNAL 


PORTLAND ®*@ 


REYNOLDS-FITZGERALD, INC., NATIONAL REPRESENTATIVES 


PHILADELPHIA - 
LOS ANGELES > 


CHICAGO - 


A SCHEDULE 
IN THE JOURNAL 
—~THE SAME 
NEWSPAPER YOUR 
RETAILERS USE 


DETROIT 
SEATTLE 


part of the advertising cost—on the 
high rate—usually does not receive 
ny part of this rebate. 

There are 18 other chapters ,, 
Mr. Duffy’s book, each dealing With 
an important phase of advertising 
use or of media selection. 


Holds Advertising 
Dependent on 


Economic Freedom 


Philadelphia, Jan. 25.—Advertis. 
ing can function effectively only jp 
a society of free people and throug) 
free mediums of expression, Daviq 
Sarnoff, president, Radio Corpora. 
tion of America, declared before the 
34th annual banquet of the Poo; 
Richard Club here last week. Mr 
Sarnoff was recipient of the club's 
gold medal award for outstanding 
achievement. 

Calling his listeners’ attention to 
the “spirit of Benjamin Franklip 
and the fundamentals of advertising 
which go deeper than questions of 
literary skill or merchandising tech- 
nique,” Mr. Sarnoff asserted that 
the concept of individual liberty for 
which Franklin fought is the basis 
on which advertising must depend 
in order to perform a useful eco- 
nomic service. 

He declared that ‘advertising 
makes possible in America a free 


press and the finest news coverage § 
in the world, and advertising makes § 


possible in our land a free radio and 
the finest broadcasting programs in 
the world.” 


Philip Morris 
Leaves Agency 


Philip Morris and Philip Morris, § 


Jr. have sold their stock in Morris- 
Schenker - Roth, Inc., Chicag¢ 
agency, and resigned as officers and 
directors. 

Sydney M. Roth, formerly vice- 
president, becomes president; Ben 
W. Schenker, formerly vice-presi- 
dent, vice-president and secretary 
and Edgar Bernhard, formerly sec- 
retary, vice-president and treasurer 


McGraw-Hill Sponsors 
Public Relations Forum 


Invitations have been sent to 75 
executive heads of leading Ameri- 
can industrial corporations to attend 
a public relations forum sponsored 
by McGraw-Hill Publishing Com- 
pany, to be held Feb. 9. 

Paul W. Garrett, public relations 
director, General Motors Corpora- 
tion, will define public relations as 
applied to industry and Charles R 
Hook, president, American Rolling 
Mill Company, will suggest a pro- 
gram for putting such a definition 
into effect. 


Cape Cod Appoints 

Badger & Browning, Boston, has 
resigned from the account of Berk- 
shire Hills Conference, Pittsfield, 


Fi oe 


} 
¥ 


Mass., to accept appointment by the | 


recreational division of the Cape 
Cod Chamber of Commerce. J. Pau 
Hoag is account executive. 


— 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVEBRS 
IN CHICAGO 
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‘} REVIEW OF 
THE WEEK 


is. FAMOUS SQUIBB SLOGAN BOLSTERED 


ls avery small number... but a great deal depends on it 


‘| PHOTOGRAPHIC | 


ON HAND FOR BIG FOOD WEEK CONVENTION 


PROMISING JUVENILE 


SUBSCRIBE 


the 

- A oe ray Rng a At the Independent Grocers Alliance meeting in Chicago this week, the camera 

tb’ pn we Sad Coane coches contests talé caught Arthur E. McElfresh, Pedlar & Ryan; W. S. Faron, advertising manager, 

ine annually in act oh First prize went Glass Container Association; and J. Sidney Johnson, merchandising director of 
to a high school lad named Isadore So- the IGA. 

| to kolsky for this effort. Cash prizes were 

clin contributed by J. A. Zimmer, president, 

iF ag Central Outd Advertising Company. 
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FRANKFURTER 
ONE MAN'S IDEAL 0“ 


rris, 
Tis- © 
1 gC Every so often » man comes We keep ours vigorous through 
and - along who looks far beyond his organized research More's your enewor te the 
. own a ty haw 4 a= mony questions asked 
ice- WE in the hotel business. He plans ——s pao ghertncang 
© y cs . , 4 . he builds. Soon his ideas x v 
Ben : KF. Kt. St IBB & s( NS prt hyn my pte rer so ea more than 2.000 years! 
“esi- P ' ' “s public ban tes hg 
p improving t: ‘s serv. 
ary Se ices, and try to anticipate what 
sec- — . His reward secing the. _your needs will be tomorrow t ‘ 
~ 4 entire sue of te tube or . “WHAT ace Shintess WHICH jack crs maketiem?” 
rel 0 profession raised higher. He | Pay Franktocters?” ests Aad 4 why Aunt Agatha © 
x ’ sie 26 te —— P = ae goes on from there. Mr. Statler RH 
E While continuing to emphasize its famous “priceless ingredient’ slogan in insti- did thet when he “invented”  ttsre are some of the Statler 
tutional copy, E. R. Squibb & Sons is spotlighting an additional safeguard for re ee eS 
consumers. This is a control number indicating the source of raw materials, Sapna: laundry service, certified light- 
ae test; * ils. 's H —_ ing, free radio reception, inner- 
» 75 esting data and manufacturing details. The symbo! is placed on every Squibb nndeeieamiiedtiie a. 
eri- product. Hotels Statler Company. The ice water, free morning news- 
fend Statler ideal of service istwenty- paper, bed-head reading lamp, Corporstion?” ails Daw 
; five years old But you don't Statler Service Codes, full length Ten Yntive Cascetainn @ & 
srea measure ideals in years, you mirrors, electric shaver outlets 
a measure them in terms of vigor and wrapped drinking glasses 
om ANYBODY CAN SEE THROUGH THIS STUNT = 
ions : 4 -~ ~ . . , ee Ss TAY Gib Ss TAT L E R 


Statler Hotels will endeavor to attract 
the patronage of travelers going to and 
from the New York and San Francisco 


Seeing is su posed to be believing, so Coopers, Inc., manufacturer of Jockey 

“underwear, endows its customers with X-ray eyes, thereby dramatizing the use of 

Proper undergarments for different occasions. Other models were half-revesled 
in golf, polo, walking and business clothes. 
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fairs. (Story on Page 8). 


THe VER ING COMPU ATION 


seas | 


O19 OM Onions 


FRANKFURTERS 
AND WIENERS 


ES | 


Visking Corporation will expand the educational advertising campaign launched 

last year on behalf of its skinless frankfurter and hams packed in the same casing. 

First consumer copy this year will be a full page in The Saturday Evening Post 

April 15, with insertions to follow in Good Housekeeping, Ladies’ Home Journal 

and Woman's Home Companion. Food publications, as well as window and 
counter display cards, will also be used. (Story on Page 10.) 


KUPPENHEIMER BROADENS SCOPE OF DISPLAY 


9 POON FO een 
cnet tucks acaaleiatnae 
BREEDING COUNTS. ? 

MY FIRE S/O 
THE MOST LVAURIOS 1 POREN 
TOPCOATS Svs Pagi fr? 


Window displays in past months have gained a broadened scope in appealing to the sense of hearing and smell as well as 

sight. This new display which B. F. Kuppenheimer & Co. will shortly send on tour adds another function, touch appeal, by 

presenting an actual sample of the new Suri fabric on the outside of the glass. The sample, though not shown here, will be 
placed just above the center panel inviting passersby to “Feel it! Production is by Modern Display, Inc. 


, January 30, 1939 ia 
EEE NT ———————_——_—_—_—_—_ OE eee___eeee————————S——ao—ssaoaea 
~ —— SS ——— eee . : - AP 
ee ee 
@ 
he 
ve es ae U § * ' F bg Re 3 a eS am a = < ery ~ * i age ; 
” . RA a. 4 id 4 ; ee : dell . 2 on eo 
a allie . F ? = ea . = login ms | et 3 ct ae 
ng F ' ’ i * : i > * — : = 2 =i “ 
she si _ : a J ae a ' pay ie gh a. ae A> * . 
crt : <a ae: , . Pe =“ * 
J ~ ei 4 oe  ’ a - oie a +. oa a / ei A 
7 a, ee A ae . 
‘ rn oe a ide - ety ee ie : 
ey oe ‘ ke ia ‘ sd ; i aly ~ mite ie 6 die a - a4 7 
lA : an aa Seis . —_—— . ’ a ee "¥ ‘ | | a a 
ih Ve = oo a a a — ok es es 
vid - oo =. a ae a. SS e + wi 
and § = : a 
sj - : a a Fa : Es us OS ra |, mele " 
” ; | , a #, . i: ee ae _ —— B. . 
? wk. 3 oo _— a = a”, ee | 
) THE PRNcRLESS mwoREDIENT 5 * rs 1 
4 , i : " A > _* 
OF EVERY PRODUCT IS THE HONOR ; eae a 
Ora- q a 
S as 4 a = 
sR. @ . { = q —| F 
ling a mime Pay - i ’ : —————— T | * 
pro- ' * “he he Ga cy Es) 
tion ‘ - ' ge va od Latadleae ehee nae ee ¥ 
"a™e ie Be — a 
~ a 4 
3 y | een) (=== E 
¥ / 7 a . . : | 
a ; Po : 
eld, a [ * es | 
a a ie ’ t +> ; ; at y b 
Pau! ] 7 ny We. 4 %, 4 Ry : 
S ? ie | ETI P SST ST 
A y tial : wer a ~ ae K ay, ne ai’ a ss ae NE a —_ P 
F / fe \ e , Bey i “1M 5 "PRESENTS sae " 
: ? } ? - ¢ ane “+ # 2 
a er " a 3 api : a 4 ee eae 
: Ke a ar heli gi Th 
| ' /, r 3 ’ me 4 at ? Ce a a ba bad - 4 * 2 Fy , ‘i |} si 
; a ae as. - eee . aM "3 ooh Rs ¢ 4 
a j i. | si tile si 4 ‘ ye - i, ‘ ‘ “ <— sa . F — ~ le 
PRA is . 4 | | eae re LS oe ee OF . 
i | ee ‘ii is 4 7a ai } —e Ff , . Jie : 
: ‘ mi a hae? ef a — } .”  svem . a N 
tg = ¥ ; 4 whe ; * ei | al y 5 ans 
me & b 5 ae rr Ve a ’ ‘4 md ep Te to oa sim. y ; a Ps ee | ry a Fi ee =e 
- ' VG i i, “~ ? NN " KUPPEN nes. ss Z be ite __ Hf & thes fy =" : 
ae : - a Ly ‘i y .. + : ' — — \ : A —_ —. is aa “ % ; : 
; .: : Bo. igh A Ko AYN “ 4 A if — oe +. : , ae ; ‘ : 
y i ae ae \ . y eel a Sy 2 4 A ig ~JALITY 8Y @ * in *% : “ae Y a a &- “os =. . : $ ‘ 
| N\ hh ee ee | ee UPPENHEIMER ay a . c. : ; 
44 ™ Fe ; 7) Waa oe ee — i bs saga - r 
1S : [4.4 ee | "eee ae eee .” ae ‘bk ae near : 
“ ~ : : ; ae et = > es ea ; : = “s in ’ = - 
Ree: ae 0U0”-hlUlc lUmTlUlUlll—E— 
a : : = | = ae i 
ee 
wee ees, F g ig 


Fee 


32 


ADVERTISING AGE 


January 30, 1939 


a 
ews 


Mi ret lg «8 rte 
ng a, POSH a 
ie. ee Sea es 


They pay off on Second, too! 


Mos up from fourth to second in a five- 
paper field is something to be proud of, 
especially when you do it in a tough year. 
Media Records figures show that for 1938 The 
Washington Post was 2nd in Washington in 
Retail, General, Automotive, Financial, Legal, 


and Total advertising linage. 


'That second position is particularly important 
in five-paper Washington. Because Washing- 
ton is America’s Best Market—first on the 
“Sales Management” Purchasing Power index 
—first in per capita expenditures. And since 
no one newspaper can give you more than 60% 
coverage, it takes two papers to do the job in 


Washington. 


That The Post is must as one of those two 


papers is clearer today than ever before. 


It has 


received more national recognition in awards 


The Post is outstanding editorially. 


like the Pulitzer Prize, Ayer certificates, 
C.I.T. Safety Foundation awards in the past 
five years than all four other Washington 
papers put together. 


The circulation swing is to The Post—with a 
gain of 10,518 compared to the next paper’s 
642, the other three papers’ losses. 


And as for advertising—as the chart shows, 
The Post’s share of all advertising appearing 
in Washington newspapers has increased each 
year for the past five years—and The Post is 
the only Washington paper of which this is 
true. 

They’re paying off in Washington! Are you 
cashing in? 


The Washington Post 


WASHINGTON’S HOME NEWSPAPER 
Osborn, Scolaro Fenger - Hall, 
Meeker & Co. Pacific Coast 
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